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The Woman's Magazine 


Has a larger PROVEN circulation than any other 
publication EVEN CLAIMS. 





One 
Million 
Five 
Hundred 
Thousand 
Copies 
Each 


Issue. 








Amagazine 
for women 
that has 
gained the 
largest 
circulation 
in the 
World. 
IS IT 
ON YOUR 
LIST ? 








them subscribe. 





The Woman's Magazine 


ST. LOUIS, MO. 


The new Woman’s Magazine Building, the largest and finest pub- 
lishing plant in the world, opposite main entrance to the great Exposition 
now being held in St. Louis, is visited daily by thousands of World’s 
Fair visitors and celebrities from all over the World. Nearly all of 
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(eo GOLD MARK PAPERS©@6©) 


(oo) Advertisers value these papers more for the class and 
quality of their circulation than for the mere number of copies 
printed. Among the old chemists gold was symbolically repre- 
sented by the sign o.— Webster's Dictionary. 














The charge for advertisements entitled to be listed under 
this heading is twenty cents a line per week. 





NEW YORK. CANADA, 

BUFFALO COMMERCIAL (©©). Desirable, LONDON FREE Psd (@ ©), only morning 
because it always produces satisfactory results noon, evening in Ontario. st condensed m- 
to the advertiser. dium, circulation map and rates on application, 

camel FREE PRESS PRINTING CO., G CO., Ltd., London, Unt, 


Out ‘of a grand total of 23,265 publications listed in the 1904 
issue Of Rowell’s American Newspaper Directory, one hundred 
and nine are distinguished from all the others by the so-called 
gold marks (@@), the meaning of which is explained under the 
heading above. Publishers who are fortunate enough to have 
these marks attached to their papers point with a good deal of 
pride to this fact. Two years ago, sumptuous books were issued 
under the title “The Golden Dozen” (@@) by the publishers of 
several daily newspapers who happened to belong to a group of 
thirteen daily papers of over 20,000 circulation to which the 
American Newspaper Directory accords the gold medal (oe). 
The books mentioning the bakers’ dozen were elaborately ap- 
pointed and beautiful to behold. Yet the editor of the Little 
Schoolmaster thinks their advertising value cannot compare 
with that which a few lines printed every week on this page 
would represent. The charge for announcements in this de- 
partment to papers which are qualified to be listed is rwENTY 
cents a line per week. Two lines is the smallest copy accepted. 
While quantity of circulation is often accepted as the whole 
thing, no prudent advertiser has ever failed to appreciate 
QUALITY of circulation. The wise publisher will quickly recog- 
nise the opportunity here offered to remind advertisers that 
QUALITY of circulation is no thing of the past. If he has 
quantity also, his want liner here inserted will be absolutely un- 
assailable. Copy may be changed weekly free of charge and 
contracts canceled at will. Address with copy, 


CHAS. J. ZINGG, Bus. Mgr. Printers’ INK, 
10 Spruce St., New York. 
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THE SCIENCE OF THE MAIL- 
ING LIST. 


It seems a simple thing to main- 
tain a list of so many thousand 
names and addresses of people to 
whom a firm’s advertising litera- 
ture should be sent regularly, or 
to obtain a special list of persons 
in some particular line to whom a 
proposition is to be submitted once. 
But it isn’t simple at all. The 
mailing list is one of the most 
complicated, costly, perverse pieces 
of advertising apparatus conceiv- 
able, nine times in ten. It is the 
detail on which most money is 
often spent, the one that is most 
subject to change, and the one that 
will develop the most expensive 
leaks. If an advertiser maintains 
secrecy about any part of his cam- 
paign it is usually his mailing list. 
Mediums, copy, follow-up meth- 
ods, results—these he talks of free- 
ly. But the mailing list! “We have 
so many hundred thousand names 
to which we mail things ever so 
often—but how we obtained these 
names must remain our own dark 
secret.” 

One of the pioneers in the busi- 
ness of furnishing mail lists to ad- 
vertisers is William W. DeWees, 
manager of the Chicago Address- 
ing Company, 356 Dearborn street, 
Chicago. His experience in this 
field began as early as 1882, and in 
the past twenty years he has built 
up a concern said to be more com- 
prehensive in its methods than any 
other in the world. Mr. DeWees 
considers it rather a simple matter 
to furnish ordinary lists, such as 
one of business houses in any retail 
wholesale, jobbing or manufactur- 
ing trade in any State or group of 
States, or lists “of persons of any 





stated occupation, or consumer of 
certain goods. His methods go 
much farther. He will furnish 
lists of persons in a given State 
who own pianos or stoves, and tell 
the number of the stove owned 
by each or the name of the piano. 
In Chicago he will furnish a list 
of families of any stated income 
from $1 a day to $100,000 a year, 
tell how many children each fam- 
ily has, their sex and their ages, 
occupation, scale of living and 
street number. Furthermore, i1 
one of these families moves across 
town to-day, his new address wiil 
probably be entered on the list to- 
morrow. In fact, an enumeration 
of what Mr. DeWees will agree 
to do in his line reads somewhat 
like the promises of a clairvoyant 
Yet he has nothing whatever up 
his sleeves, and his methods are 
extremely simple. Moreover, he 
talks freely about them. 

“In the case of an individual ad- 
vertiser who has compiled a list of 
persons valuable to his business, 
secrecy may be advisable.” he said 
recently, “but in our case, where 
lists are drawn from sources open 
to everybody, there is no need for 
concealing methods. The method 
is not so important, in fact, as the 
manner, for our success has been 
made by the development of a sys- 
tem for handling detail cheaper 
than it can be handled by individ- 
ual advertisers. We will tell any- 
body where to get a certain list, 
and then obtain it at a lower cost 
than they can get it themselves. As 
for the knowledge of how to go to 
work, that comes of experience, 
not only of mailing lists, but of 
human nature. 

“Take our Chicago service, for 
instance, If Marshall Field & 
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Company wish to mail a circular 
about baby buggies to every fam- 
ily in the city with a baby and an 
income over $5,000, we can give 
them a list with street numbers, 
and tell the number of children be- 
low five years of age, and their 
sexes. The method by which we 
obtain this information is not so 
very complex. Every day our dis- 
tributors go over Chicago and its 
suburbs, delivering to homes adver- 
tising matter in personally address- 
ed_ envelopes. Practically, we 
duplicate the postoffice delivery 
service. But after each name in 
our Chicago lists is entered the es- 
timated valuation of the house or 
flat building in which each person 
resides and while this is to a cer- 
tain degree guesswork we can 
thereby classify each person ac- 
cording to probable income. From 
the janitor or neighbors our dis- 
tributors have learned the number 
of children in each family, with 
their ages and sex, as well as the 
occupations of adults and the 
names of single adults in each 
household. Once obtained, the re- 
vision of this great list is easy, for 
we add and erase names according 
to the daily birth and death report 
of the city, and revise addresses 
from the daily reports of our dis- 
tributors. If a circutar addressed 
to Mr. John Smith, 1483 Cottage 
avenue, is refused because Mr. 
Smith has moved, the distributor 
learns the new address if possible. 
If Mr. Smith still lives in the city 
the distributor writes the new ad- 
dress on the envelope, taking out 
and handing the circular to the per- 
son who gives the information. En- 
velopes with the new addresses are 
brought back to the office every 
night. If the party has moved out 
of Chicago his name is striken off 
our city list. Our lists of salaried 
men in Chicago includes 25,000 
men in the business district, and is 
topped off by 285 millionaires, who 
seem to have an odd fascination 
for advertisers. They receive all 
sorts of propositions, from per- 
sonal letters offering investments 
to gold brick swindles. Frankly, | 
consider them worth very little as 
an advertising proposition. Still 
it is easier to sell gold bricks to 








millionaires and bankers than to 
farmers, for the latter are over- 
cautious, whereas the former 
rather believe that nobody yill 
have the affronterv to approach 
them with a questionable scheme. 
In getting testimonials for patent 
medicines, too, they are more 
easily obtained from prominent 
men, who like to see their names 
in print. In thirty-six suburban 
towns within twenty miles of Chi- 
cago we have the names of 15,000 
heads of families. To reach every 
house in the city and suburbs about 
375,000 circulars or samples are re- 
quired, , 

“Outside of Chicago our lists 
cover the United States, Canada, 
a large portion of Latin America 
and many foreign countries. They 
are divided into general and spe- 
cial lists. The former are made 
up of great classes, such as mer- 
chants, manufacturers, corpora- 
tions and consumers. The largest 
general list is that containing 1,- 
000,000 farmers’ names, and is 
made up from the local tax books, 
so that only responsible, prosperous 
men are included. Next in size is 
our list of 500,000 consumers, com- 
piled from various sources, but 
containing names of persons that 
are known to be purchasers for 
families. This is a favorite with 
mail order houses. The general 
list most often used is that of 120,- 
000 country stores, divided into 
two classes—those rated below $1,- 
ooo and those above. As_ these 
country stores handle many lines of 
goods they are circularized oftener 
Ly wholesalers and manufacturers 
than any other one class. We have 
125,000 retail grocers, 20,000 retail 
dry goods stores, 15,000 retail 
clothing stores, 22,000 shoe shops, 
21,000 harness shops, 15,000 book 
and newsdealers 38,000 druggists, 
25,000 hardware stores, 16,000 ag- 
ricultural implement dealers, 19,000 
furniture dealers 4,000 crockery 
stores, 21,000 milliners, 15,000 jew- 
elers 30,000 bakers 26,000 tailors, 
39,000 butchers, 14,000 flour and 
feed stores, 14,000 plumbers, 7,000 
laundries, 122,000 saloons, 40,000 


hotels, 14,000 cigar dealers, 23,000 
restaurants. 45,000 barbers, 24,000 
livery stables, 


121,000 physicians, 
(Continued on page 6.) 
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Tittle Lessons in Publicity.—Lesson 49. 


You Have to Pay for What You Get 


But be sure you get what you pay for. “Nobody ain’t goin’ to do 
nothin’ for nobody for nothin’.”—Sis Hopkins. 


THE WASHINGTON STAR 
THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 


offer an advertising investment that not only gives a dollar’s worth for a 
dollar, but pays interest that is compounded daily. 








These high-grade, clean, evening, home dailies are commercial institu- 
tions. They sell advertising space as a merchant sells goods—circulation of 
acertain quantity and quality at a fixed price, which is the same to all. 


No gratuities of any nature whatever—no complimentary notices, no 
free space or other schemes to break rates. 


Requests for position without extra charge not considered, 


No paid advertising matter appears without marks or style to indicate 
its character. 


Short time rates invariably charged when space contracted for is not used. 


These five great evening dailies treat all patrons the same in all cases— 
no discrimination, no favoritism, no humbug of any kind. 


You get what you pay for; no more, no less. It is a cold-blooded 
business proposition. 





I offer you the highest grade list of clean, evening home dailies under 
one representation in the world. If you do business on a business basis, I 
should be pleased to talk with you. If I can co-operate with you in any way 
to help make your advertising a good business investment, I am at your 
service, command me. 


M. LEE STARKE, 


Tribune Building Tribune Buildin 
ow Veek Manager General Advertising, Chicage g 














6 PRINTERS’ INK. 


26,000 dentists, 75,000 lawyers, 15,- 
000 bankers, 32,000 real estate men, 
30,000 insurance agents, 23,000 
publishers and printers, 10,000 
photographers, 11,000 florists and 
seedsmen, 25,000 painters, 20,000 
bicycle dealers, 39,000 live stock 
breeders, 59,000 carpenters and 
contractors, 20,000 lumber dealers, 
25,000 flour mills, 25,000 saw mills, 
19,000 metal and machine shops, 
etc. These general classifications 
are subdivided geographically ac- 
cording to rating and the branch of 
trade handled, so that advertisers 
can get at precisely the kind of 
men they want to interest in any 
special territory. Altogether we 
now have more than 3,500 separate 
classifications, 

“Our special lists require more 
ingenuity in compilation, for they 
enter into intimate particulars of 
the lives of the persons listed. For 
example, we have just furnished 
a list of people throughout the 
United States who have stoves, 
giving the number of stove and 
make. This was compiled for 
a “= house that sells re- 
pairs for every stove ever made 
anywhere, and each person on that 
list will receive, not a general cir- 
cular, but a facsimile typewritten 
letter giving number and make of 
his stove and calling attention to 
the fact that the company can sup- 
ply repairs for it whenever needed. 
Now, there’s nothing mysterious 
about the way we get these names 
and facts. During the summer va- 
cation there are thousands of 
school children glad to make a little 
pocket money. We first write to 
the banker in a town, asking him 
to recommend honest boys and 
girls, and then pay these a penny 
each for names of people accompan- 
ied by the required data about their 
stoves, furnaces, etc. We get 
names of people who own pianos 
or organs, who play on any kind 
of instrument from a bass drum to 
a mandolin, who are card players, 
or invalids, or members of brass 
bands. We have standing orders 
for daily lists of accidents, deaths, 
births and marriages. One firm of 
artificial eye dealers pays us five 
cents for every case reported of the 
loss of an eye, and we also get five 


cents each for reporting accidents 
involving the loss of a leg or arm, 
A baby food maker pays us two 
cents each for reports of births, 
Deaths bring a penny apiece, and 
are used by memorial card men, 
monument makers and firms that 
enlarge photos. Names of blind 
and one-legged people are also sent 
to regular customers. Names of 
people known to be speculators are 
always in good demand. I recent- 
ly purchased 30,000 telegrams from 
‘Red Letter Sulivan,’ the famous 
bucket-shop proprietor who left 
Chicago for Mexico not _ ago 
on a limited train. He built up an 
enormous business here by sending 
out a daily letter printed in red ink, 
from which he got his nickname, 
Each of these telegrams was an 
order to buy stocks and the list 
contains names of bankers, law- 
yers, clergymen and_ responsible 
people all through the West. Some 
of our lists are very small. We 
have 22 sandpaper manufacturers, 
28 cordial makers, 33 dynamite 
manufacturers, 9 lead pencil fac- 
tories, 63 homeopathic pharmacies, 
and so forth. Every time a list is 
called for we revise it. Large 
lists are revised from city direc- 
tories and by mail inquiries where 
new addresses cannot be obtained, 
Small lists are revised by mail. 
“IT believe our postage bill is the 
largest in the world, for we use 
$240,000 worth of stamps yearly. 
Owing to the enormous mail order 
business of Chicago we can buy 
one and two cent stamps at from 
one to three per cent discount, but 
find that the extra work of handling 
loose stamps makes the discount 
not worth while. About 125,000 
pieces of mail matter are sent out 
daily. As between one cent and 
two cent postage, we find it advis- 
able to send advertising matter 
sealed when it goes to manufactur- 
ers, jobbers or any class of people 
whose mail is sorted before it 
reaches them personally. |The 
sealed advertisement gets by the 
office boy. With others I believe 
that the one cent stamp does just 
as well, for despite all the horrible 
tales about the ever-yawning 
waste-basket the average man ex- 
amines everything that comes to 
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him. He never throws away even 
a circular until he knows what it 
js about, and if it interests him 
he keeps it. For this reason I 
believe the humbe postal card is a 
yaluable advertising medium, for 
its message can be taken in at a 
glance, and its dimensions lead the 
advertiser to tell his story briefly. 
Two cent advertising matter goes 
into the waste basket more quick- 
ly than the postal sometimes, just 
because it is long-winded. Care 
must be taken, too, to send out ad- 
vertising mail so that it will arrive 
at a favorable moment. We make 
a practice of never mailing on Fri- 
day, not because it is believed to be 
unlucky, but because the matter 
arrives on busy Monday morning. 
Saturday, too, is a good day to 
avoid, being a half holiday part of 
the year and a busy day always. 
I think that on the other four days 
advertising matter stands a better 
chance of being read if it arrives 
after noon, for the first mail in 
the morning is always heavy, while 
those later in the dav are light.” 
Jas. H. CoLiins, 
or 


Tue Photo-American, which is: 


now located in Stamford, Conn., 
has had difficulty with correspond- 
ents who persist in addressing it at 
the former offices in New York 
City. This monthly, which is pub- 
lished by Edward W. Newcomb, 
is entitled to entry in the Roll of 
Honor, being credited with an av- 
erage issue of 7,980 copies for 1903 
in the latest American Newpaper 
Directory. No other publication 
devoted entirely to photography 
bears so high a rating, though the 
Camera, Philadelphia, also a 
monthly, is credited with 7,120 for 
1903. Other photographic publica- 
tions privileged to state their rat- 
ings in the Roll of Honor are the 
Photo-Beacon, Chicago (6,250), 
Photo-Miniature, New York City 
(5,564), Western Camera Notes, 
Minneapolis (5,000) and American 
Photographer, Atchison, Kan., 
(1,090). All are monthlies. The 
Philatelic West and Camera News, 
of Superior, Neb., is credited with 
13,191 copies monthly but treats 
stamp collecting also. 
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Financial Advertising 





D URING June, 1904, Zhe 

Record-Herald carried 23,785 
lines of Financial Display Adver- 
tising, which was 4,310 lines more 
than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, 7he 
Record-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused all 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of Zhe Record-Herald circulation 
—the largest circulation of any 
newspaper in the United States 
selling for more than one cent— 
whether morning or evening. 














50 per cent Increase in 
Circulation but No Advance 
in rates. 


T= TORONTO 
DAILY STAR 


Offers the best proposition 
in Canada, 


Sworn daily average six months 
ending July 30, 1904, 


30,045 


Carries more general advertising 
than any other paper in Toronto, 
the average increase for the last 
six months being even seven 
columns per day. Sworn detailed 
statement of circulation sent on 
request. 


The Star 


Toronto, « - Canada. 
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WEEKLY AD CONTEST. 
TWENTY-FIFTH WEEK. 

In response to the weekly ad 
contest thirty-three advertisements 
were received in time for report in 
this issue of PRINTERS’ INK. The 
one here reproduced was deemed 


best of all submitted. It was sent 
in by Chas E. Buckley, 400 Cedar 


PRINTERS’ INK. 








odical for entry. Reasonable care 
should be exercised to send what 
seem to be good advertisements, 
Each week one ad will be chosen 
which is thought to be superior to 
every other submitted in the same 
week. The ad so selected will be 
reproduced in Printers’ INK, if 
possible, and the name of the send- 
er, together with the name and 





Beautitul 





. Iron 
Beds 


That’s what they are for this 


— The style and finish of 


Iron Beds has been greatly 


}improved in ‘the last six 


months, They are no longer 





the cold mm slichedeny looking beds that used to seem to belong 
to hospitals only. The style has been improved by making 
them with more curved lines and heavier castings. The 
finish has been greatly improved by adding all colors 
of enamel. 
Our line is very complete with the new patterns for fall. 
Thirty-five patterns shown and many of them in all sizes. 
Others trust a few. We trust you. 


THE HOUSEHOLD 
FURNISHING COMPANY 


PURCHASE AND KEMPTON STS. 


street, New Bedford, Mass., and it date of the paper in which it had 
appeared in the New Bedford, insertion, will also be stated. A 
Mass., Evening Standard for coupon good for a year’s subscrip- 
August 9, 1904. A coupon was tion to PRINTERS’ INK will be sent 
mailed to Mr. Buckley as pro- to the person who sends the best 
vided in the conditions which gov- ad each week. Advertisements 
ern this contest, viz.: Any read- coming within the sense of this 
er may send in an ad which contest should be announcements of 
he or she notices in any peri- some retail business. 
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ST. LOUIS NOTES. 





When the next world’s fair is 
held there will probably be some 
modifications in the methods of 
exhibiting. Down at the bottom, 
of course, such a show as the St. 
Louis Exposition is for advertis- 
ing purposes. The exhibitor doesn’t 
get results unless he attracts atten- 
tion, In the days of the Centennial 
at Philadelphia, in 1876, a display 
of fine merchandise was not over- 
shadowed by other attractions, and 
even at the Chicago fair the mer- 
chandise exhibits were the main 
attraction outside the Midway. But 
they have changed all that at St. 
Louis. The grounds are a mile 
wide and two miles long, em- 
bracing 1,240 acres. In this vast 
area there is so much merchandise 
that the visitor soon becomes in- 
different to all. Then the Pike, 
with its mile of side-shows, draws 
thousands away from the main 
buildings, while all over the 
grounds are scattered other side- 
shows, such as the Boer War with 
its 750 people from South Africa, 
the large reproduction of Jerusalem, 
the wireless telegraphy tower, the 
fascinating Filipino reservation, the 
huge concert organ, etc. These 
add to the difficulty of attracting 
by mere merchandise, however 
beautiful it may be. New methods 
are needed, and they are being de- 
veloped at St. Louis to meet con- 
ditions. 

* * * 

“What we need is something that 
moves,” said the secretary of a 
costly State display of agricultural 
products. This display is virtually 
a history of his State and a cata- 
logue of its resources. It was in- 
stalled with no other purpose than 
to attract home-seekers. But the 
crowd passes it by, and the ex- 
hibits of forty other States equally 
complete and costly to hurry up to 
the least expensive State exhibit in 
the Agricultural Building. | This 
is the exhibit of Nebraska. It has 
something that moves—a moving 
picture entertainment showing 
views of Nebraska’s wheat fields, 
dairy herds, beet sugar industry, 
etc. The Nebfaska State appro- 
priation was only $25,000. ft) 
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State building could be erected for 
this sum. But the appropriation fell 
into the hands of a commission that 
not only serves without salary, but 
has the advertising instinct. The 
moving picture entertainments are 
visited by fully 3,000 persons daily, 
and are the means of interesting 
desirable home-seekers in the 
State’s free lands and industries. 
In a little theater seating some- 
thing over 100 people a different 
set of views is shown every half- 
hour. When spectators come out 
of this theater the advertising 
booklets of Nebraska have some 
meaning for them. Yet the whole 
show will cost not more than 
$5,000 during the fair, and thus the 
State that had least to spend is 
getting the best advertising results. 
* 


Moving pictures are a certain at- 
traction wherever they may be 
shown among the exhibits. The 
largest entertainment of this kind 
is that given in the Machinery 
Building at the Westinghouse 
Company’s exhibit. Here an audi- 
torium holding 500 persons has 
been built, and three entertain- 
ments of thirty-five minutes each 
are given daily. The company has 
twenty different entertainments, 
showing views taken by the Amer- 
ican Biograph & Mutoscope Co., 
New York City, in its various 
manufacturing plants. These views 
are the first ever taken for the 
biograph in interiors and were 
made with the aid of the new 
Cooper-Hewitt mercury light, 
which the Westinghouse Company 
controls. There are twenty-six 
different corporations embraced in 
the Westinghouse Company, handI- 
ing not only air brakes and rail- 
road devices, but several new 
forms of incandescent and arc 
lamps. This exhibit is designed 
to interest merchants and business 
men in new cheaper methods of 
electric lighting, and has proved 
an excellent advertisement. One 
novelty shown is an arc light that 
speaks and sings. Connected with 
a phonograph, it acts as a trans- 
mitter, and “explains itself,” as the 
demonstrator says—“A child can 
understand it.’ Though purely a 
scientific toy, it has great advertis- 
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ing value. The Westinghouse 
Company has the contract for light 
and power at the exposition, and 
its exhibit is exceeded in size only 
by those of Japan and Germany. 
More than 15,000 horse-power are 
developed by four great dynamos, 
and this, translated into 21,000 
kilowatts, lights the 250,000 lamps 
about the grounds and _ buildings. 
Another novelty is the first steam 
turbine ever publicly exhibited. 
This has 600 horse-power, but is 
balanced so exquisitely that it 
makes 3,600 revolutions per minute 
with only six pounds steam pres- 
sure. Into a large electric sign is 
turned a current of 50,000 volts 
after the moving picture show, and 
the rattling of this apparatus draws 
sight-seers by the thousand. 
* * * 


Another successful moving pic- 
ture exhibit is that of the National 
Cash Register Company, Dayton, 
Ohio, in the Varied Industries 
Building. Here, by a combination 
of moving pictures and stereopti- 
can slides, is demonstrated the 
welfare work of the National Cash 
Register Company as applied to 
the factory, its neighborhood and 
its employees’ homes. This thea- 
ter seats 250 persons, and there is 
standing room for 150 more. The 
company has had demands from 
every part of the world for the 
lecture demonstrating this work, 
and decided that the St. Louis fair 
would be an excellent place to give 
it. E. S. Thomas is the lecturer in 
charge, and shows are given hour- 
ly, each occupying about forty-five 
minutes. By a clever arrangement 
of the apparatus two views are 
shown at once. More than 2,000 
persons come to this exhibit daily, 
and a theater many times the size 
of the little auditorium could be 
filled. 

* * * 

San Francisco, too, has a moving 
Picture show in its own building 
on the Model Street. James W. 
Erwin, long a student of Califor- 
nia and a lecturer on its scenery, 
gives three picture talks here daily, 
showing moving views and stere- 
optican slides not only of San 
Francisco, but of the whole State. 
California, of course, has a splen- 


did advertising proposition, appeal- 
ing as it does to homeseekers, man- 
ufacturers and tourists. Other ex- 
hibitors have recognized the need 
for something that moves, and be- 
fore the fair closes will have 
installed similar exhibits. Large 
sums have been expended on 
things that are not appreciated by 
the hurried sight-seer, rushing 
about to see the most in the least 
time among acres of attractions. 
For example, the courtyard of the 
Kansas City Building on the 
Model Street has a huge relief map 
of that city, made at a cost of sev- 
eral thousand dollars. Edward O. 
Wild, in charge of the exhibit, says 
that a comparatively inexpensive 
fountain with seats would have 
been a better attraction. He hopes 
to have moving pictures during the 
busiest months of the fair. 
* * 

The Model Street represents 
municipal advertising. It was or- 
iginally planned to have a model 
city made up of exhibits from 
leading municipalities, but the in- 
terest shown by cities was small, 
and enough buildings were erected 
to form only a single street. New 
York City has a large pavilion in 
which are shown models of the 
New Subway, the East River 
bridges, the city’s system of re- 
moving and destroying garbage, 
City Prison, Hall of Records, etc. 
Much more can be learned about 
New York during an hour’s visit 
to this building than by a year’s 
residence in the metropolis. Kansas 
City’s building was erected by the 
Commercial Club Live Stock As- 
sociation, Manufacturers’ Associa- 
tion and Real Estate Exchange, 
aided by a municipal appropriation. 
It forms a club for residents of 
Kansas City and customers of 
these commercial bodies. Mem- 
bership cards were sent out to re- 
tailers by the Kansas City whole- 
salers, and there are several de- 
sirable conveniences, such as free 
telephone, facilities for taking care 
of mail, etc. The city also hopes 
to interest manufacturers looking 
for sites. Minneapolis and _ St. 
Paul share a building on the Model 
Street, and in another known as 
the “Town Hall” are exhibits from 
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Buffalo and Boston. New Jersey 
has an excellent exhibit of road- 
making, and a model playground 
takes care of youngsters. The In- 
ternational Correspondence Schools 
of Scranton, Pa., have a costly 
building on the Model Street 
where practical demonstrations of 
phonograph language lessons are 
given. This building was erected 
chiefly as a club for the school’s 
800,000 students, but though it 
represents an expenditure of $25,- 
000 it is said to be worth its cost 
purely as an advertisement. 


————_+or—————- 
THE RATES FOR CLASSI- 
FIED ADS. 
Law Offices of 
R. S. & A. B. Lacey, 
(Established 1869). 
Pacific Building, 622 & 624 F Street, 

Wasuincton, D. C., Aug. 13, 1904. 
Editor of PRinTERS’ INK: 

In a recent issue of PRINTERS’ INK, 
we observe that your advertising rate 
will be advanced except on those ads 
running prior thereto and on which re- 
newals are made. We hereby authorize 
a continuation of our advertisement until 
ordered discontinued. 

The results realiscd from our adver- 
tising in your classified columns have 
been exceedingly satisfactory and we 
expect to be always represented in your 
columns. If you desire us to sign a 
contract by way of entitling us to the 
present rate for the future, please for- 
ward same and we will g:adly execute 
it, Very truly yours, 

R. S. & A. B. Lacey, 
Per A. B. Lacey. 

The Messrs. R. S. & A. B. Lacey 
have a three line advertisement 
now running in the classified col- 
umns of the Little Schoolmaster. 
PRINTERS’ INK wants to raise its 
rates for classified advertising and 
on August 24 the ten cent rate ex- 
Pires to give way to the new rate 
of twenty cents a line, per issue, 
The Little Schoolmaster does not 
wish to be ungracious to old ad- 
vertisers, The above order for 
three lines is entered to appear in 
PRINTERS’ INK every week until 
forbid at the old rate, and the ad- 
vertisers may cancel their contracts 
any time they like. The privilege 
extended applies to the number of 
lines, expressly stipulated, to ap- 
pear each week and not to any 
number of lines, greater or small- 
er, than specified. 


ADVERTISING déne as-carefully as 
the buying can’t go wrong. 
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JIM-JAMS—THE MAFIA—AND 
OTHER THINGS. 
New York, August 15, 1904. 
Editor of PRINTERS’ INK: 

In a recent issue of the Boston 
Herald, I observe an article signed ‘‘T, 
S.,”’ in which your name is coupled with 
one Eiker. The writer refers to you as 
“Brother Zingg’’ and “Brother Liker.” 
Will oil and water mix? Or are you all 
three members of some secret society 
like the Black Hand or the Mafia? If 
“T. S.” had said you were a liar, a 
thief, or that you were drunk, crazy or 
had become editor of the National Jim- 
Jam, or any other disreputable thing, T 
should have been dun loundet, but my 
God! man, what have you done that 
your name _ should be coupled with 
Eiker’s and Printers’ INK compared 
with the National Jim-Jam? 

Yours for the good of the service, 

M. Lee Starke. 


KIPLING sate" cena SKIMMED 

“Don’t you dare to send me your 
magazine with the advertisements left 
out,” wrote Rudyard Kipling a_ short 
time ago to a prominent New York pub- 
lisher, The New York publisher seemed 
to have flattered himself that the body 
of his magazine was more important 
than his advertising pages. Of course, 
this is not the case.—Rober: Barr, in 
Saturday Evening Post. 


— 
MAKING AN ADVERTISING ME- 
DIUM OF A CRAZE. 

Picture post cards of well-known thor- 
oughfares are now obtainable free of 
cost. But in the forefront of the photo- 
graph, dwarfing all other buildings, is 
the shop of the advertiser. He does not 
disfigure the card with any trade an- 
nouncement; to do so would preclude 
people from sending it (at their own ex- 
pense) to friends in town or country.— 
London Mail. 

In a dignified illustrated booklet the 
cquipment and treatment offered by the 
Pope Sanitarium, Louisville, Ky., are de- 
scribed in a way that’ will interest either 
physicians or prospective patients. 


WANTED 


Position as advertising or business man- 
ager of publication by practical man of 
forty. Ten years’ agency, newspaper and 
advertising experience. Practical printer. 
Would invest $2,000 if advisable. 
Address MANAGER, 


care of Printers’ INK. 


WHERE CAN YOU EQUAL IT? 


‘Actual 85 cents flat or less than \ cent 
Average per line per 1,000 bona-fide paid 
Circulati circulation among thrifty Ger- 
man country people—no dead- 

162,062 beats, no waste. 


LINCOLN FREIE PRESSE 


LINCOLN, NEB. 
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WM. T. BLAINE, SPECIAL 
AGENCY, OPENS CHI- 
CAGO OFFICE. 

Wm. T. Blaine who has repre- 
sented the Star Publishing Co. in 
the Eastern Territory with offices 
at 41 Park Row for the past three 
years has made arrangements for a 
term of years to represent the 
daily, Sunday and weekly Star 
both east and west outside of St. 
Louis. He has opened an office in 
the Tribune Building, Chicago, and 
engaged Mr. W. F. Dunn as man- 

ager of his western office 

Mr. Blaine has been actively 





Ws. T. BLAINE. 


identified in advertising work for 
the past fifteen years, having been 
for five years Advertising Manager 
of the St. Louis Republic, and for 
nearly. two years Advertising Man- 
ager of the St. Louis Post-Dis- 
patch; he has been associated with 
the Scripps-McRae League and 
Advertising Manager of the Chi- 
cago Journal, He has also spent 
nearly three years abroad where he 
studied the different phases and 
methods of European advertising. 

Mr. Blaine has a large acquaint- 
ance with advertisers in every sec- 
tion of the country; his work for 
the Star publications tn the East 
has been so satisfactory to the 
Star Publishing Co. that they have 





desired him to take full charge of 
their advertising business outside 
of St. Louis. 

Mr. Dunn has been for over five 
years Advertising Manager of the 
‘Chicago Evening Post, previous to 
that time he was associated with 
the Scripps-McRae League, St, 
Louis Post-Dispatch, and Chicago 





W. F. Dunn, 


Journal, and is thoroughly ac- 
quainted with the advertisers of 
the West. 


ae ee 
NOTES FROM BERLIN. 


Printers’ INK presents herewith 
an illustration showing how the 
well-governed citv of Berlin com- 
bats the billboard. The Kaiser’s 
municipality limits outdoor adver- 
tising to columns such as the one 
shown in the half-tone. There are 
several thousands of them in Ber- 
lin. They are the property of the 
city. They stand at every promi- 
nent street intersection, a few feet 
away from the actual right-angle 
forming the corner, and are con- 
sidered among the most valuable, 
as they are among the most costly, 
forms of public advertising in Ger- 
many. The city rents out the con- 
cession to sell space on these col- 
umn or “saeule,” as they are called 
in German, to the highest bidder 
for a specified number of years, in 
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the same manner as a street-rail- 
way franchise is granted. The ex- 
act terms on which the Berlin col- 
umns are leased are not available, 
put they include a certain percent- 
age of compensation to the munici- 
pality, besides giving the police and 
other departments the privilege of 
placarding the columns, free of 
cost, with legal and official notices 
of various kinds. The columns 
are used specially by the theaters 
and opera-houses, which are per- 
mitted to occupy spaces of uniform 








size, usually a poster measuring 
15 by 32 inches. The various ads 
are in different colors, and when 
advertisers, as often happens strive 
after artistic poster effects, these 
columns become a really attractive 
feature of Berlin’s well-kept 
streets. The owners of the 
“saeule’ concession employ an 
army of billposters who go to 
work at midnight each night and 
fill the columns, as occasion de- 
mands, with fresh posters to take 
the place of expired matter, much 
of the advertising being of a tem- 
porary, that is of two or three 
days, standing. The columns are 
fourteen feet high and four feet 
in diameter. Their interior is used 
for storage of street-cleaning uten- 
cils and certain columns at import- 
ant down-town crossings contain 
police telephones for use of patrol- 
men on duty’ and for hospital- 


emergency calls. The “saeule” or- 
iginated in Berlin and are now in 
quite common use in all important 
German cities. They are the only 
approach to billboard advertising 
permitted in the fatherland. 

Effective advertising in Berlin 
is done in the street-railway cars 
and the coaches of the under- 
ground and elevated railways. The 
concessionaire for the  under- 
ground road’s advertising recently 
returned from a tour of investiga- 
tion in America. He went, he told 
your correspondent, to get new 
ideas in Yankeeland, but found 
there was nothing there, in his 
particular line, that Americans had 
to teach Germans. 

There is no doubt that the 
American invasion, which was in 
its swaddling clothes in Germany 
five years ago and is now a live, 
up-to-date “danger,” to translate 
the word the Germans use to char- 
acterize it, has revolutionized Ger- 
man advertising methods. First 
of all, there was never so much 
advertising done by Germans as 
now, particularly in the retail line, 
and newspaper publishers as well 
as merchants frankly admit that 
they have the American invasion 
and the American idea to thank 


| for the present healthy state of ad- 


vertising in this country. The 
American boot and shoe people— 
even the American “fake” diamond 
concerns—have set a pace which 
the Germans had never before 
dreamed of keeping both as to 
quantity and quality of publicity 
of all kinds. 

That extremely enterprising 
American daily, the Chicago Daily 
News, keeps the American news- 
paper flag flying prominently in 
Berlin by means of its handsome 
office and reading-room in the 
Equitable Building, at the corner 
of Friedrich and Leipziger streets, 
the liveliest spot in all Germany. 
The News, as most Americans 
traveling in Europe are aware, 
maintains these headquarters for 
wayfaring Yankees in London, 
Paris and Berlin, and they have 
become institutions which about 
every American who visits these 
canitals feels it his patriotic visit 
to look up. Frep, W. WILE. 
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THE PSYCHOLOGY OF AD- 
VERTISING. 

By Edwin G, Dexter, Professor of 
Education, University of Illin- 
ois, Urbana, I[Il. 

In this modern day, when suc- 
cess in business affairs depends 
not so much upon having a good 
thing to sell, as upon making the 
people think you have, advertis- 
ing has become one of the fine arts. 
The time when a first-class article 
disposed of itself is past. Over 
and over again it has been proven 
to the ruin of a well-established 
business, that the people as a class 
will, before purchasing, wait for 
some suggestion to buy and that 
the hypnotic influence vf the sug- 
gestion forcibly made will sell the 
pvorer article, in spite of the over- 
balancing intrinsic worth of its 
competitor. This fact makes ab- 
solutely essential to the sale even 
of the highest-class commodities, 
some sort of a suggestive appeal 
to prospective purchasers. This 
may be done through the direct 
personal interview of a selling 
agent. In fact, up to within a 
generation, was largely done in 
this way; and if nobody had made 
use of any other form of appeal, 
the method unaided, would be as 
effective as ever.. 

But somebody with a little better 
insight into human nature than the 
rest, discovered the virtues of 
paint and printer’s ink, and led the 
competition into other channels. 
Now the people, habituated to their 
influences wait for the suggestion 
which these carry and are hardly 
ready for an appeal through any 
other channel until made receptive 
by some exhibition of the adver- 
tiser’s art. The best must fight 
the worst with its own weapons, 
and these have become largely a 
matter of printer’s ink, properly 
spread. Although successful ad- 
vertising is an art, its basis is a 
science, and that, the science of 
the human mind. Barnum discov- 
ered long years ago that people 
liked to be humbugged, and, best 
of all for Barnum, he discovered 
how to do it, and left a fortune. 
His success rested upon a sound 
analysis of human nature. He 
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knew how to catch the attention 
of the people and at the same time 
fill them chock full of an idea— 
that idea of “The Biggest Show on 
Earth,’ and it worked. Fill a 
fellow full of an idea, and it will 
make him mind: it will mcke him 
express that idea in the appropriate 
action. Did you ever ride a 
wheel? If so, you remember what 
the mere idea of running into a 
rut in the road ahead, did to you 
during the earlier stages of the 
learning to ride process. It ran 
you into it in spite of all you 
could do. The successful adver- 
tisement is the thing that acts in 
the same way. It runs you to the 
store, or it makes you say “Yes” 
to a suggestion to buy, presented 
in some other way. At any rate, 
it fills you up with the thing—a 
definite thing—and when anything 
of the kind is wanted, it’s that one 
kind you buy. But to return for a 
moment to the rut. If you hadn't 
seen it, you wouldn’t have run into 
it at all. It wasn’t in the way. 
You saw all the ruts then though, 
for you were looking for them. 
But it is different with advertise- 
ments. If they are to be of any 
use they must be looking for you. 
They must wave their hands. 
They must compel you to see 
them. The modern advertisement 
is not intended for the man who 
wants the thing already. It’s for 
the one who don’t in order to make 
him. The other is easy game. The 
first thing that the ee 
must do then, if it is to work, 
to wave its hands—in other oud 
to attract attention. It is of no use, 
and a waste of somebody’s money, 
if it does not. 

It is right here on the matter of 
making you see the thing you are 
wanted to see that the science of it 
all rests. Psychology comes to the 
rescue. Students of the subject 
have been over the field pretty 
thoroughly and have dug out some 
few facts which the advertising 
expert very well understands al- 
though he perhaps didn’t know 
that any kind of an “ologist” had 
ever dreamed of them. He knows, 
first and foremost, that a thing to 
attract attention, for that’s what 
he calls the process, must not be 
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the commonplace. It must be un- 
usual—unexpected—out of the or- 
dinary. Have you never noticed 
how, of an evening when you 
hadn’t seen a single star in the 
sky, that shooting star brought 
you to your senses? It was no 
brighter than the millions of others 
which were shining all the while, 
but shooting stars are not every- 
day occurrences, and you saw that 
one. Moving things as a class 
have the same effect. If you want 
to catch someone's eye you wave 
your hand—not simply hold it still. 
This psychological fact, for it is 
one, is of little use, however, for 
advertising purposes, except on the 
street. Here the electrician makes 
the fullest use of it with his al- 
ternations of illuminations, and the 
revolving lights; but the flag, the 
windmill, the winking-eye of the 
optician and the revolving figures 
of the modiste all bear testimony 
to the efficiency of the principle. 
As yet in the progress of the ad- 
vertiser’s art the moving thing is 
still the unexpected. If they were 
everywhere they would lose their 
virtue. If all the stars were shoot- 
ing, we should soon see none of 
them. 

Another element of unexpected- 
ness which the expert advertiser 
has made full use of, is that of 
size. If, during a morning’s walk 
you chanced to see a giant or a 
dwarf, although there may have 
been a thousand other mortals of 
ordinary build upon the street, it 
was the monstrosity that you men- 
tioned at the lunch table. He was 
perhaps the only one who really 
impressed you; in all probability 
was, unless you happened upon 
someone who was peculiar in some 
other way. Our successful adver- 
tiser knows this and has built 
upon it. He has better success 
with the big, however, than the 
small, for he wants to carry over 
the association of bigness, to his 
wares. Only a few years ago, he 
of the department store took the 
whole side of the morning paper 
for a single advertisement. It 
was worth more to him than a half 
of two sides. Why? He wanted 
to impress you with the bigness of 
his establishment—wanted you to 
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say “Whew! Big ad. Must -be a 
great store. T'll buy my coat 
there.” And you probably did it 
or if you did not, a hundred others 
did. But he is “Hoist by his own 
petard.” When he had spread his 
ink over two adjoining pages there 
was nothing left for him to do. 
That was the biggest impression 
he could make. And that’s com- 
monplace now. It doesn’t count 
for much. He’s expending his 
money and energy in other direc- 
tions. He is attempting to make 
things look big on paper without 
really being big. It’s just as well. 
What he wants is the idea of big- 
ness whether it is really big or not. 
It’s the idea that sells the goods. 

A single shoe as big as a page 
in Munsey looks tremendous. It 
is no larger than the one your 
six year old wears, but it looks to 
be, and you draw a long breath at 
the size of it. It is one of the 
things that you saw as you looked 
through the pages and that is what 
he wanted. 

You never miss seeing the Rock 
of Gibraltar either, and somehow 
you can’t help thinking that a firm 
that has an advertising mortgage 
on a thing so big and solid must 
be likewise. That’s what he want- 
ed too. Did you ever notice how 
forty rods of soup, twelve feet 
high affects you? If you haven't, 
the concern that makes it does, and 
when the forty rods wears out on 
you, he will make it eighty and 
pay bigger dividends. Size counts, 
but size is a relative term, and it 
must go further than you expect. 
Enormous buildings have in some 
instances been made effective ad- 
vertising media. Perhaps their 
value for this purpose has not been 
the principal reason for their con- 
struction, yet it has been consider- 
ed. The cathredal builders of the 
middle ages knew something about 
it. Uncle Sam himself likes the 
feeling of bigness which comes 
from viewing some of his massive 
piles, and he knows their effect 
upon the coming generation. At 
least one insurance company wrote 
many lives in the days when sky 
scrapers were a rarity, because it 
owned the highest buildings in so 
many cities. One couldn’t take 
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the elevator and look down upon 
every other roof in town without 
being impressed with the exalted- 
ness of the establishment. Bigness 
counts in advertising, but if you 
can’t get bigness, get the idea of 
bigness. It is just about as good. 

Another kind of unexpectedness 
which the successful advertiser 
knows all about, is that which has 
to do with position, Our acquaint- 
ance with magazines and news- 
papers is such as to lead us to ex- 
pect to find the advertisements in 
certain places only, and right side 
up. If they are not we see them. 
That is sound psychology. I know 
a country village with ten thous- 
and trees, more or less, skirting its 
streets. One of them, and a large 
one, grows right through the mid- 
dle of 2 barn. Nobody ever went 
through that street yet, I'll wager, 
without seeing that tree, though 
some may not have noticed that 
there was another tree in town. 
They couldn’t help seeing that one, 
it was so out of place. My old 
rhetoric used to say “Every word 
in the sentence has its natural place 
where it fulfills its function, but 
attracts no attention—put it in an 
unwanted place and you give it 
distinction.” Do you see why? 
It’s like the tree. It sticks out. In 
the matter of advertising, this 
principle has to be used with mod- 
eration. People don’t like to be 
trifled with. If you could get two 
inches of space in the editorial col- 
umn of the Tribune, thousands 
would see your ad but you or the 
Tribune might come in for about 
as many curses, and neither wants 
them.. It isn’t enough to have peo- 
ple read what you have to say 
about your wares. If the reading 
is accompanied by a solemn vow 
not to buy any, you would much 
better have saved your trouble and 
money. And people do not as a 
class like to be made to stand on 
their heads and read. Oh yes, that 
advertisement put in upside down 
attracted attention. So did Zcol- 
gartz. Neither, however, got the 
kind you want. There is a point 
at which forbearance ceases to be 
a virtue. Remember that. The 
artist, however, knows how to 
make one of the principles of out- 


PRINTERS’ 


INK. 


of place-i-tive-ness to good advan- 
tage. It is the essence of wit, and 
may be done pictorially to per- 
fection without taking liberties. A 
bear is out of place in evening 
dress, Santa Claus in a bathing 
suit and the Devil in cold storage. 
They all work well, however, if 
what you want is attention. Peo- 
ple will read too, the few words 
that go along with the picture, if 
they are cleverly put, and that after 
all, is what the picture is for. It 
calls Halt! in a way to make you 
stop long enough to read the sign, 
and then Jets you go on about your 
business, but with an idea that you 
didn’t have before. It is that idea 
that is to sell the goods. 

But the thing which the adver- 
tiser has found will stick by you 
longer than these other things we 
have mentioned is an unexpected 
thought expressed in words. It 
may be unexpectedly silly, for we 
commonplace individuals have 
come to expect something sensible 
on the printed page, or unexpect- 
edly apropos. It will do if it 
is even unexpectedly funny, for 
real wit is sufficiently unusual to 
attract attention. Some people 
are bright enough to combine all 
three and then their fortunes are 
made unless there is a big hole 
somewhere else in the business. 
The latter must have been the case 
with a certain Boston concern 
which flourished wonderfully some 
years ago, but has since gone to 
the wall. Their advertising mat- 
ter was certainly catchy enough to 
have warranted a longer term of 
life. In those days, one hesitated 
to perform the common acts of 
politeness. If he was so incon- 
siderate of self as to give his seat 
to a lady in the street car, his 
wandering gaze, as he clutched for 
the strap, was likely to be met by 
the following sentiment on a pla- 
card in the row over his head 
“That nice-looking man who just 
gave his seat to the lady, has on a 
pair of our $3 Plymouth Rock 
Pants. Don’t they look fine?” But 
if he didn’t get up, he was in as 
bad a fix, for the person opposite 
was reading the sign directly over 
his head, “The man sitting across 
the aisle has on a pair of $3 Ply- 
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mouth Rock Pants. They fit him 
to perfection. We could fit you 
just as well.” But it remained for 
the poet of the firm to cap the cli- 
max. This is what he did into 
verse: 

“When the pant-hunter, pantless, 

panteth for pants, 

He pants for the best pants the 

pant market grants. 

But he panteth pantless until he 

implants 

Himself in a pair of our Ply- 

mouth Rock Pants.” 

Shades of Longfellow and Ten- 
nyson, pursue us, but try as you 
would, you couldn’t help learning 
the thing, and you couldn’t forget 
it if you tried. That’s why it was 
written and it sold the pantaloons. 

But the Boston concern has no 
monopoly in the silly things that 
cannot be forgotten. “See that 
hump,” and “You push the button” 
have worn themselves out now, 
but they were powers in their day. 
“Spotless Town.” “Uneeda” and 
“Tryabita” are only a few of those 
that have come in to take their 
places. They are worth fortunes. 
The pay streak will not play out 
so long as they are unexpectedly 
silly. When they are not buy 
stock in some other trust. 

But there is one other thing 
that seems by the way it works to 
be more unexpected than nonsense 
and that is beauty. Or it may be 
that we never tire of the beautiful 
and that we always have our eyes 
open for it. In any event it seems 
to be master of the situation in the 
advertising world. A pretty face 
or a beautiful figure will make you 
look at anything from a suit of 
underwear to a piece of chewing 
gum, and make you buy it too, 
perhaps. The advertising expert 
seems to have laid bare the human 
mind in his discovery that these 
very things are not only attractive, 
for that is why he uses them, but 
of all things, the most attractive 
which he can present for his pur- 
pose. The Women’s Clubs are ob- 
jecting, but they may as well give 
up the fight. They can’t fight 
human nature. If we will look at 
faces when .we will not look at 
landscapes, the advertising man, if 


he be a good one, will give them 
to us, as long as he can find them 
worth looking at and that will be 
«s long as he has any use for them. 

And here we finish the category 
of the unexpected in advertising: 
the kind that is intended for him 
that doesn’t want anything, but 
must be made to. The man that 
is really looking for something can 
be treated in quite another way. 
The advertisement need not wave 
its hands to him. He wants in- 
formation which will help him to 
make a wise choice. He is willing 
to take it through pictures, and 
here the artist counts who can tell 
a good story with his pencil, or he 
will take it in plain prose. The 
man who can tell the best story 
in the fewest words is the winner 
in this field, but he must have a 
good thing to tell his story about. 
He is selling things that the peo- 
ple know already that they want, 
either of him or of somebody else, 
and he is not in the same class 
with the man who can sell you 
the thing that you don’t know yet 
that you want. Both kinds count, 
however, in advertising. 

—_+o>_——_ 

A sBooKLet rather formal in nature 

catalogues the facilities of the Lincoln 


National Bank, opposite the Grand Cen- 
tral Station, New York City. 
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No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, 1. accord. 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, 


2. From publishers who for some reason have failed to obtain a figure rating in the 1%} 
Directory, but who are willing to supply now a detailed circulation statement as de. 
scribed above, covering a period of twelve months ye to the date of making the state. 
ment, such statement to be used in the 1905 issue of the American Newspaper Directory, 
Circulation figures of the last named character are marked with an (3). 

These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash for. 


Announcements under this classification, if entitled as above. cost 20 cents per 
line under @ YEARLY contract, $20.80 for a full , 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the ee sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 
paper Directory. 


a ALABAMA. P CONNECTICUT. 
nniaton, Evening * . wily aver. for 1908, % " . 
1,551. Republic, weekly aver, 103, 2,816. |1G609. Ferry Lukens Ir. MY tor” 
Birmingham, Ledger, dy. Average for 1903, " inn . 
16,670. E. Katz., Special Agent, N. Y. papas ek tee, et Stee 
ARIZONA. New Haven, Evening Kegister. daily. actual 


Bisbee, Review. daily. W. B. Kelley, pub, | av. for 1003, 18,571; Sunday, 11,292. 
ree no issue less than 1,260, In 1930) Now Maven, Goldsmith and Silversmith 
fesue less than 1,750, monthly. Actual average for 1903, 7,817. 3 


Xx, ican. i 1903. . 
6,088. Ch g Pie en - agence, 2. New Haven, Palladium, daily. Arerage for 
ARKANSAS. 1903, 7,625. E. Katz, Special Agent, N. Y. 

Fort Smith, Times, daily. In 1902 no issue less| New Haven, Union. Av. 1903, 15,827. first 3 
t 1,000. Actual average for August, | 08. 1904, 15,942. E. Katz, Special Agent, N. ¥. 
September, October, 1903, 8,109. New London. Day,ev’g. Arer. 1903, 5,618. 
Little Rock, Astonens Methodist. Geo. Thorn- | June, 1904, 6,049. E. Katz, Spec. Ad. Agt., N.Y. 
ee ae eee ee nereees Norwich, Bulletin, morning. Arerage for 1903, 

Little Rok, Baptist Advance, wy. Actual | 4,988; first three months 1904, 5,178. 


average 1903, 4,550, four months 1904, 4,720. 8 me kly. W.C. Sha Pub 
eymour, Rec , weekly. W.C. rpe, 5 
CALIFORNIA. Actual average 1903, 1.169. 
Fresno, Morning Republican, daily. Aver. 1903. ¢ io 2 eee 
’| Waterbury, Republican. Daily a e 1903, 
_— aoe poe ne ue SP. AGN F, | BeBAGe" La Coste & Mawel, Spec. Agts, N.Y. 
akland, Signs of the Times. weekly 
average for 1903, 82,842. DELAWARE. 
Rediands, Facts, daily. Daily average for| Wilmington, Every Evening. Average guar. 
1903 1.456. No weekly. A . I anteed circulation for 1903, 10,784, 


San Mego, San Diegan Sun. | Daily average] DISTRICT OF COLUMBIA. 

pe eeidlyt |"! amiga Washington, Ev. Star, daily. Ev. Star News- 
San Franelseo, Call, d’y and S’y. J.D.Spreck-| paper Co. Average for 1903, 84,088 (© ©). 

els. Actual daily gverage Pi year ending June, ——— 

1904, 61,802; Sunday, 85,784. 











National Tribune, weekly. Average for 1902 
104,599. First six mos. 1903, 112,268 


San Jone, Evening Herald, daily. The Herald Thompson hi, 

Co, Average for year end. Aug.. 1902, 8,597. Smith & » Rep., N. Y. & Thioago. 
San J Morning Mercury, daily. Mercury ORIDA 

Publishing bo. Average for 1902, 6,266. FL 


Jacksonville, Metropolis, daily. Arer. 1903, 
San Jose, Pacific Tree and Vine, mo. W.G.| 8,898. E. Katz, Special Agent, New York. 


Rol Actual average, 1903, 6,185. First 
three months, 1904, 8,166. GEORGIA. 
Atlanta, “ournal,dy. Av. 1903, 88,928 June 
COLORADO. 1904, 44,061. Semi-weekly 89.981. : 


mm. mt ny om ey Py wp hs Atlanta, News. Actual daily average, 1903, 

for July, 1904, 45,915. Gain, 8,716. 20.104, Average April, 1904, 26,542. 

&" The absolute correctness of the latest) Atianta, Southern Cultivator, agriculture. 
circulation rating accorded | semi-mo. Actual average for 1903, 80,125. Aver- 
the Denver Post is guaran- | %¢ Sirst six months 1904, 88,666. 
teed by the publishers ofthe! Lafayette, Walker Co. Messenger. weekly. N. 
American Newspaper Direct- | ©. Napier, Jr.,pub. Av. for 1903, 1.640, 


ory, who will pay one hun- IDAHO. 


dred dollars to the first per- Rolse, Capital News, d’y and wy. Cavital News 
son who successfully contro-| pre Co., pub. Aner. 1903, daily 2,761, weekly 
verts its accuracy. 8,475. First 6 mos, 194, dy. 8,01, wy, 8.868, 
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ILLINOIS. 


Cairo, Citizen. Daily average 1903, 818; week- 
ly, 1 1,110. First six month 1904, aoay. 1,177; 
weekly, 1,125. June, 1904, daily 1,82 


Chieago, Ad Sense, monthly. The sa Sense 
Uo., pubs. Actual a average fo for 1902, 6,08: 

Ohieage, Alkaloidal Clin Cine monthly. a w. 
.C. Abbott, pub.; S. t Clough, adv. mgr. 
Guaranteed circulation m none 80,000. Aver. for 
last twelve months, 250. reaching over 
one-fourth of the pM po profession. 


Chicago, American Bee Journal, weekly. 
Actual average for 1902, 1902, 7.485. 


Chicago, Bakers’ Helper Helper, monthly. H. R. 
Ulissold. Average for 1903, 4.1% (OO). 


Chicago, Breeders’ Gazette, stock farm,week- 
ly, sanders Pub. Co. Actual average for 190s 
67,880, 20 weeks ending May 18, 1904, 69,162. 


Chicago, Dental Digest, mo. DP. H. Crouse, 
pub. Actual average for 1903, 7,000, 


Chicago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. for 1903, 4,854 ( (OO). 
Chicago, Gregg Writer, monthly. Mertnad 
and Typewriting. Actual arerage 1903, 11,666. 
Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1903, 22,500. Last 3 mos, 1903, 84,000, 
Chicago, Journal Amer. Med. Assoc. Wy. av. 
1903, 28,615, First six months 1904, 81,156. 
Masonic Voice-Review, mo. Ave’ for 1902, 
26,041. For six months 1903, 26,166. 
Chieago, Monumental News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966. 
Chieago, Musical Leader & Ooncert-Goer, 
wy. Aver. year ending January 4, 18,548. 


Chieago, National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1903, 6,250. 


Park and Cemetery and Landscapne Gardening, 
mo. Av. for year ending July, 1902, 2,041. 

Chicago, Record-Herald. Average for 1903, 
daily 154,218, Sunday 191,817. 

Chicago, Retailer’s gegenel, monthly. Act- 
ual average for 1903, 6,78 

Chicago, The Operative _ a monthly. <Act- 
ual average for 1903, 5.542. 

Evanaton, Correct English: How to Use It, mo. 
Actual aver. year ending March, 1904, 10,000. 


Gibson City, Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904, 1,292. 








Kewanee, Star-Courier Average ry 1903, 
daily 8,088, weekly 1,414.  Arera - 
anteed circulation daly for Jan’y, 1908, $180 


Peoria, Star, eveni ana Sunday oiahiee 
Actual sworn average for 1903, 22,197. 


Roekford, Register Gazette. Dy. av. for 1993, 
5,226, s.-wy. 6,416. Shannon, 150 Nassau. 


Roekford, Republic, daily. Actua: average 
Sor 1903, 6,540. La Coste & Maxwell, N.Y. 


INDIANA. 


Conneraville, Courier, weekly. Actual aver- 
age for 1903, 1,567. 


Evaneville, Courier, dail e - 8. Courier Co., 
pub. Act. av. 02, 11,218 ( Sworn av.’03, 12,+ 
618. Smith & Thompson, Sp. Repo. Y& “Chicago. 


Evanaville, Journal-News. Av. for 1903, d’y 
18,852, S’'y 14,120. £. Katz, Sp. Agt., N. ¥. 

Goshen. eer ye Club, monthly. At Sor 
1903, 26.878. A persistent m iw, as house. 
wives keep every issue for daily reference 

Indianapolia, Star. Aver. net sales July 
(all returns and unsold copies deducted), 98,261. 

Lafayette, Morning Journa’, wer Sworn 

average 1903, 4,002; July, 1904, 4,562. 

Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end, June 30, 04, 3 41, 


Munele, Star, @’y and 8’y. Star Pup. Co. Aver. 
Sor 1908, dy 25,886, S'y 19,250. 
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Notre Dame, The Ave Maria, Catholic weekly 
magazine. Actual average for 1903, 24,082. 

Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820. 

Richmend, Evening Item. Sworn dy. av. for 
1903, 8,552. Same for Dec., 1903,8,742. 

Riehmond, Sun-Tet none, Sworn av. 1903, dy. 
8,811. For Feb., 1904, 8,944. 

South Bend. Tribune. Sworn daily average 

1903, 5,718. Sworn averace for July 6,890. 


INDIAN ee 
Ardmore, Ardm daily and \ aameas 
Average for 1903, dy. 13 951; wy. 8,872 


IOWA. 

Burlington, Gazette, dy. ‘Thos. pibrese. pub. 
Average for 1903, 5,864, Jan., 1904, 6,050. 

Doves Times. Daily aver. 1903, 8.055, 
8. wy. 1 ». Daily aver. March, 1904, 9, 508. Cir. 
guar. more than double of any Davenport daily. 

Decorah, Decorah-Posten (Norwegian). Sworn 
av, cir’n, 1903, 89,681. March, 1904, 40,856. 

Des Moines, Capital, daily. Latngatte a young. 
publisher. Actual average for 
Ba al aro t six months 1904. 85.808 

City circulation the bed se of any Des Moines 
newapaner absolutely guara: ely evening 
newsyaper carrying favertising of the depart- 
ment stores. Carries largest amount of local 
advertising. 

Dex Moines, News, daily. Actual average for 
1903, 45,876. vi - 

Des Meines, Spirit of the West, wy. Horses 
and live stock. Average for 1902, 6,095. 

Des Moines, Wallace's Parmer, wy. Est. 1879. 
Actual average for 1903, 88, 1908, 88,76 

Museatine, Journal. ey av. 1903 4,849, 
emi-weekly 2,708, first four months 5,167. 

Ottumwa, Courier. Daily average for March 
and April. 194, 5,021. Tri-weekly average for 
March and April, 1904, 7,704. : 


Sioux City, Journal. . av. for 1903 (sworn) 
19,492, daily av. Ld Fa Sng months of 1904, 
is ecords a fore readers in 
its * field “than of all ros Gatly papere combined, 
KANSAS. 
WMutchineon, News. Daily 1903, 2,768, weekly, 
2,112. E. Katz, Agent, New York. 


Topeka, Western potent dousnel, educational 
monthly. Average for 1903, 8,125 


KENTUCKY. 
Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 3,828, 5 Sy. 4, — 
sst ger r ’04, dy. 8,928, Sy. 5,448. atz, w 


Loulaville. Evening Post, dy. Kvening we 
Co., pubs, Actual avevage for 1903, 26,9 


ee 
Hew. gg Item. fon Je ol = pane. 
Feb a 20,512; March, Rey ages 


New Oricane. News. Dy. av. 1903, 17,528, 
Sunday 17,687. 


New Orleans, The Southern Buck, official 
organof Elkdom in La, and Miss. Av.’03,4,780. 


MAINE. 


Auguata, Comfort, m H. Gannett, pub. 
Actual average for 1903, 1 "905,505, 


angor, Commercial. Average for 1903, dail 

a. e18 meekly 29,006, - ” 

Dever, Piscataquis Observer. Actual weekly 
average 1903, 1,904, 

Lewlaton, Evening Journal, daily. Aver. for 
1903, 6,814(@©), eekly 15, / 15,482 (© ©). 

Phillipa, Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 


Portland. Evening Express. Average for 1903, 
daily 11,740, Sunday Telegram 8,090. 
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MARYLAND. 
Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1903, 44,582. For July, 
1904, 54,252. 


MASSACHUSETTS. 
Boaton, Evening Transcript(Q@@)(412). Boston’s 
teu table paper. Largest amount of week-day adv. 
Boston. Globe. Average for 1903, daily, 195,- 
554, Sunday, 297,824. 
Boston, New England Magazine, monthly- 
Ameriva Co., pubs. Average 1902, 21,530. 


Beaton, Post, dy. Average for ‘903, 178,808. 
Av. for April, 1w4, dy. 218,157, Sy. 177,050. 
Largest p.m. or a.m. sale in New Euglaud, 


Boston, Traveler, Est. 1824. reer = daily av. 
1902, 78,852. In 1903, 76,666. fur 194, to 
June i , daily average, 82.794. 

Largest evening circuiation in New Bogent. 

Keps.: Smith &@ Thompson, N.Y. and Chicago. 

East Northfield, Record of Christian Wort. 
mo. $1. Aver. for year end’g Dec. 31, 1903, 20.250, 
Use it if you want a strictly home circulation— 
that sticks, Puge rate $22.4v flat, pro rata. 


Gloueester, Cape Ann News. Actual daily 
average year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6.241; ; June, 1404, 6, OS. 


Nerth Adama, Transcript, even. Daily net av. 
1903, sor eet: Daily av. printed June, 1904, 5,858. 


Springfield, Good “Housekeeping, mo. Aver- 
age for 1903, 185,992. First six months 1/904, 
161,166, Al advertisements guaranteed. 


Springfield, “Republican. Ar. 1903, dy. 15,542 
(OO), Sun. 15,27 (QO). wy. wy. 4,086. 


W oreester. Evening Post, Post, daily. Worcester 
Post Co. Average for 1903. 11,711. 


Pach 4 (Opinion Meng > daily (OO). 
are Jan., 5,180. paper in 
init States on Roll of Honor. 
MICHIGAN. 


Adrian. Teiegram, dy. D. W. ne - Sor 
1905, 8,912, Aver. sat. 4mos, of 1904, 4,10 


Betrett, Free Press. Average Sor 193, Sei 
42,918, Sunday 58.845. 








Flint, Mic’ n Daily Journal. Aver. y 
June sv, “2 6,067 (3). Av. for June, 6, weer 


Grand Rapids, Evening Press, dy. Senge 
1903, 37,499. 40,000 guar. daily for 190. 


Grand Raplds, Herald. Average daily issue 
Sor 193, 22, $24. 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1903,4,419 (466). Av- 
erage for jirst sic months 1903, 4,828, 


Jackson. Press and Patriot. Actual daily 
average for 1903, 5,649. Av. July, 1904, 6,758. 


Kalamazoo, Evening Telegraph. First six 
mos, 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 


Kalamazoo, Gazette-News, 1903, daily, 8,671. 
Guarantees 4.000 more subscribers than an 
other daily —. published in the city. Actua 
3 months to June iat 10,198. 


Saginaw. Courier-Herald, daily, Sunday. 
ei 8,288; July, 1904, gi 


gzinauw. Evening News, daily rerage for 
103, i181 &. July, 1904, daily 14, — 
MINNESOTA. 


Minneupolis Gribane. W. J. Murphy, pub. 
Est. 1867. Oldest Minneapolis daily. Aver- 
age for 1902, daily, 66,872; Sunday, 
56,850. For 1903, daily average, $8,888 ; 
Sunday, 61, 074: ee average, 
wore of i903, = ane 12%; Sunda lay. 


2.924. Sunday Sor first 
mouths of 1904 1008 68, ets 2 The daily av- 
jirst etx’ months of year was 


erage 
85,618. 
only Minneapolis daily listed 
in ae 's American N per 
Directory that publishes its cir- 
culation” orer a considerable 
nd down to date in ROLL OF 
ONOK, or elsewhere. Li eT on: 
une in the ree a Want 

Ad Medium of Minneapolis, 


oT a Farmers’ Tribune. twice 9-week. 
J. Murphy, pub. Aver. for 1903, 68,686, 





Miaqonpess, Tie. Stock and Home, semi- 
monthly ctual average 1903, 78,854. Fi 
months 1904, 79,500. . niet rt ia 


Minneapolis, Svenska ‘Amerikanska Posten, 
Swan J. Turnblad, pub. 1903, 49,05 


Minneapolis, The Housekeeper ; ‘Bouse 
monthly. Actual average /903, 268.25 - 

Minneapolis. Journal, daily. oaks Print- 
ing Co. Average for first 7 mos, in 144, 64,884, 

Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper, 


| Present circulation, 2,100. 





St. Paul, Der Wanderer, with ag‘! su 
Farmer im Westen, wy. Av. sor mienee 

8t. Myon Diet A. Aver, 1903, 58,044, 
Present average 57,2 ST. PAUL'S LEAD- 
ING NEWSPAPER. ah aver. 1903, 78,026, 

St. Paul, Globe, daily. Globe die publishers, 
Actual average for 1W3, 81.541 

St. Paul, News, daily. ‘aiait average 
1903.85,816. x 

St. Paul. Pioneer-Press. Daily average for 
1903 $4,298, Sunday 80,988. 

St. Paul, The Farmer, or wee Est. 1882, 
Sub. 0c. Prof. Th, Shaw,ed. Act. av. year end, 
February, 77,861. Actual present av. 85,000, 

St. Paul, Volkszeitung. Actual average 1903, 
dy. 11,116, wy. 28,414, Sonntagsblatt 28,408. 

Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202; /903, 4,044, 

Winona, Westlicher Herold. Average 193, 
22,519; sonntags Winona, 28,111; Volksblatt 
des Westens, 80,045. 


MISSISSIPPI. 
Viekeaburg. American, daily. enees, no issue 
less than 1,850. In 1903, 1,900 copi 


MISSOURI. 


Joplin, Globe, daily. Average 1903, 10,510, 
Mar., 1904,11 491. E. Katz, Special Agent, N.Y. 


Kansas Clty, Journal, d'y ard w’y. Average 
Sor 1903, daily 60,268, weekly 188,725. 


Kansas oak. World, daily. Actual average 
Sor 1903, 61 


Springfield, Sunny South, monthly. Actual 
average for 1903, 2,888. 


St, Joneph, News and Press. Daily aver. for 
1903, 80,418. Last 3 mos, 1903, 85,065. 


St. Louisa, Medical Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 193, 87,950, 


National Farmer and Stock Grower, mo. Av, 12 
mos. end. Dec., 1903, 196,625, 1902, 68,588. 


~y Louis, Star. Actual daily average for 
64,878. 








9903. 


St. Louis, The Woman's } 8 magastes. monthly. 
Women and home. Lewis Pub. Proven aver- 
age for 190%, 1,845,511. Actual proven aver- 
age for ist 7 months 1.596,468. Every issue 
guaranteed to exceed 1,500,000 copies—full 
count, Largest circulation of any publication 


in the wor 
MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Baste, Inter- ee evening. Sworn net cir- 
0 ¢ 


culation for 1903 Sworn net circu 
lation from Jan. 1 to June 30, 1904, over 14,000, 
NEBRASKA. 
Ansley, The Nebraskan, yw §A.H. 
Barks, pub. Actual L average 1903, 5,088. 
Lincoln, Daily Star. ar. Actual average for 1903, 
11,165, April, 1904, 14,485, 


Lincoln, Deutech-Amerikan Farmer, Fes 
Average year ending June, 1904, 149,808. 

Lincoln. Freie Presse, weekiy. Actual average 
for year ending June. 1904, 152,088. 

Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pubs. Average for 1903, 5,819. 

Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, /903,1,800, in 1902, 1,660. 
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Omaha, Den Danske Pioneer, wy. Ps F. 
Neble Pub. Co. Average Sor 1908, 29,084, 
Omaha, News, daily. Actual average for 1903, 
41,824. 
NEW HAMPSHIRE, 
Franklin Falla, Journal Lege my weekly. 
Towne & Robie. Actual average 1903, 
NEW JERSEY. 


Asbury Park, Pre whey 5; L. Kinmonth, pub. 
Actual average 1903, STOR. In 1902, 8,556, 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation Sor 6 mos. end. A, end, April, 3, 194, 7,702. 

Camden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 sworn. Jan.,1904, age 

Clayton, Reporter, weekly. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 

Noboken, Observer, daily. Actual average 
1902, 18,097 ; Sept., 1903, 22,751. 

Jeraey City, Evening Journal. Average for 
1903, 19,912. First six mon six months 1904, 21,024. 

Newark, Resning News. g News. Evenin News Pub. 
Co, Av. for 1903, dai ly 58,896, Sunday 16,291. 

Newmarket, Advertiser’ | Guide,mo. Stanley 
Day, publisher. Average for Sor 1903, 5,125, 

Pe pork, Register, week weekly. st. 1878. John 
H.Cook. Actual average 1903, 2,961. 





Washington, Star,wy. Sworn av.’03,8,759. 
Every issue since Feb.,’04, more than 8,900. 


NEW YORK. 
Albany, Journal, evening. Journal Co, Aver- 
age one year to April 30, 1904, 17, 288. 


Albany, Times-Union, every evening. Establ. 
1856. Average for first three months 1904, 29,626. 

Batavia. News, evening. Average 1903, 

6,487. Six months, 1904, 6,810. 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, tag 

Kuffalo, Courier, morn.; Enquirer, even. W 
J.Conners. Aver. for 1908, mornin So,ss, 
evening 88,082; Sunday average 68, 

Buffalo, Evening News. | Daily average 1903, 
79,408, First 3 months 1904, 85,949. 


Catakill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408. Av. June, 1904, 8, 615. 

Cortland, Dementia, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. pape paper in county. 


Le re Gazette. Est. 1826. Arer. 1903, 2,254, 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 


oe Bepabiienn, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,821. 


Mount Vernon, Daily Argus. Average 193, 
2,989. Westchester County’s leading paper. 


Newburgh, News, daily. Av. for 1903, 4,487, 
4,000 more t. n all other Newb'gh papers ined. 


New York City. 


merican Engineer, my. R. M. Van Arsdale, 
m - Av, 1903, 8,875. Av. ». Av. for 1904, 4,600. 


American Machinist, w’y, machine construc, 
(Also European edition.) tion.) Average 1908, 20,475. 


Army & Navy Journal irnal Est. 1863. Weekly aver. 
for 1903, 9.026(@©). Present cireniation (May 7) 
9,415. W.O. & F. P. Church, 


Automobile (The), week] Flatiron Building. 
Average circulation 1903, 1 022. 


Benziger’s Magazine, family mente. Ben- 
—_ Bros. Average for 1903, 29,2 Your 

vertisement in Benziger’s Magazine will bring 
you business, because its circulation has 
QUANTITY, CHARACTER, INFLUENCE. 

Benziger’s Magazine is sold only by yearly sub- 
scription, and those who advertise in its columns 
reach avery desirable class of people. Advertis- 
ing rates, 25 cents per agate line. 

Clipper, weekly (Theatrical). Frank Queen 
Pub. Co, Ltd. ‘Aver. ". for 1903, 26.912 (© ©) (689). 
Dry Goods, monthly. Max Jagerhuber, pub- 

lisher. Actual average for 1903, 4,86 6. 
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Comercio, mo, export. J. Shep- 
end Clark Co. os on 1903, 6,667. 


Electrical Keview, bp a9! Electrical Review 
Pub, Co, Average for 1903, 6,885 (@©). 


Elite Styles, month] Ta.) Purely fashion. Actual 
average for 1903, 62, 

Engineering News. A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association, Aver- 
age for 1903, 48,241, 


Four-Track News. monthly. Actual av. paid 
Sor six months ending July, 1904, 90,88 84; 
August edition guaranteed 100,0 000. 

Haberdasher, mo., Cap yest, 1881. Actual average for 
1903, 7,166. Binder: vit and Post Shee 
receipts distributed mom y to advertisers. 


Hardware Dealers’ Magazine, morthly In 
1993 no issue less than 17.000. (QO). 


Junior Toilettes, fashion monthly. Max Jaeger- 
huber, pub. Actual | average 1903, 6,540. 


Leslie’s Monthly Magazine, New York. Average 
circulation for the 12 pone. 218, tM 
Present average circi ton 288,278 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5,588. 

National Provisioner, weekly. Packing porees. 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Newspaperdom, w’kly. Recognized journal of 
newspaper pub’g and adv’g. Aver. 1903, 


New Thought, monthly. 27 F. 22d St., New York. 
Sydney Flower, publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy free for the as! 
Worth examination. NEW THOUGHT has made 
money for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903, 104,977. 

Pocket List of Railroad Off Officials, qly. Railr’d 

Transp. Av. 1902, 17,696; av. 1903, 17,992. 

Printers’ Ink, weekly. i. 4  - for aGvertie- 


ers, $5.00 per year e . ‘ors 
1 r ze ge for ie We Eos pian 
30, ‘1904, 12, 808, 

The Ladies’ World, mo.. prepaid. Average 
net paid circulation, ‘1908, 480,155. 

The People’s Home Journal, 515.250 monthly, 
Good Literature, 454. ses monthly, average cir- 
culations for 1903—all t eee -in-advance sub- 
scribers. F. M. Lupton, Pu 

The World. Actual aver. for 1903, Morn., 278,« 
607, Evening, 857.102. Sunday, 888,65 0. 


Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. yen renee Sor 1903, 61,800. 


Roeh t, mo. Law. Av. 
or 1903, tory pene average, 80,186. 


sammanestete, Gazette, daily. A. N. Liecty, 
a 1902, 9,097. Actual average for 











ipriasinn Evening Herald, daily. Herald Co., 
pub. Aver, 1903, dai y 88,107, Sunday 88,496. 

Utiea, National Electrical Contractor, mo. 
Average for 1903, 2,708. 

PR on Prem. daily. Otto A. Meyer, publisher. 

Average for 1903, 14,004, 

Warraw, ocme New Yorker, weekly. Aver- 
age Sor 1908, 8,802. In county of 32,000 with 

0 daily. 

Wellsville, Re —s. Only dy. and s. 
Co. Av. 1903, daily. 1 84; semi-weekly, 2058. 

NORTH ‘CAROLINA. 

Charlotte, ay North Carolina’s fore- 
most newspa daily av. 1903, 5,582; 
Sunday, OTS: im. X  , 8,800. First three 
months 1904, 6,578. 

Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 8,500. Covers ten counties. 

ig ‘h, Biblical Recorder, wee Average 
1903, 8 ‘se. First five months 1904, 10,166. 


NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for April, 904, 
5,862. Will guar. 6.060 f Sor year. N. ‘Dakota’s 
BIGGEST DAILY. La Coste’ & axwell, N.Y. Rep, 
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Grand Forks, Normanden,weekly.Av. Sor 1903 
5, - Guar. 6,800 after March 9th, 1904. 


Wahpeton, Gazette. Average 1903, J-566- 
Present circulation, 1,800; sent free, 1,500. 


Total, 8,800. 
OHIO. 
Akron, Beacon Journal. 7 1903, 8,208. 
N. Y., 523 Temple Court. Av. A 1904, 9,498. 


Cc anchanatt, Mixer and Server, meh. Actual 
ave e fori 088. ctual average r 
1903, 48, 625. Official organ Hotel and Restau- 
rant Employees’ Int. Alliance and Bartenders’ 
Int. League of America. WA WATCH US GROW. 


Cincinnati, Times-Star, dy dy. Cincinnati Times 
Star Pub. Co. Act. average for 1#2, 148,018. 
Actual average for 1903, 1905, 145, 64, 


Cleveland, Plain De Dealer. Est. 1841. Actual 
daily average 1908, 66,445 ; Sunday, 60,759. 
July, 1904, 81,680 ‘daily ; ; Sunday, 68,150. 


Dayton, News, d y. News Pub. Co. Average 
Sor 1903, 16,407. July, 304, 18,894. THE ONE 
DAILY in a one-daily city. se a canvas of 
all —— in Dayton howe the Jo ‘oUlowit: 


Herald, Journal, Press, - 11,851 


News over all, - ~ ‘1,578 


Equcanten, Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1,680 for 2 years. 


London, Democrat, semi-¥ oye Actual average 
1902, » BS io” Average 1903, 8,809, six months 
1904, 8,5 


<tniie Daily News. Act. aver. year end. 
June 30, vs, 4,280(%). First 6 mos. '04,4,882(%). 


Springfield, Farm and Fireside, agricultural, 
semi-monthly, est. 1877. Actual average for 1903, 
825,670. Actual average for first six ‘months, 
1903, 840.875. 


Springficld. Press-Republic. Aver. 1903,9,288. 
April, '04,10,155. N.Y. office, 523 Temple Court. 


Springfield, Woman’s Home Com ion, 
honsehold monthly, est. 1873. Actual av. for 1903. 
884.250. Actual average for first six months 
1903, $85,166. 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088. 

Washington Court House, Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 

Youngstown, Vindicator. D’y av.’03.11,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 

Zanesville, ‘times-Recorder. Aver. year end. 
Aug. 4, 1904, 7,891 (6). Sworn aver. 7 mos. 1904. 
8,287 Gk). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 


Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020. 

Guthrie. Oklahoma State Capital, dy. and w 

Aver. for 1903, daily 20,062, weekly 25.014. 
Year ending July 1, 703, dy. 19,868; wy. 28,119. 

Oklahoma er, The Oklahoman. /903 aver., 
5,816; April, ’04,7,798. E. Katz, Agent, N.Y. 


OREGON. 


Astoria, C.C.C.R berg. Finnish, 
weekly. p Pano 1902. 1.898. 


Portland, Eveninz Telegram. dy. (ex. Sun) 
Sworn cire’n six months ending June 30;21,148. 











Portland, Oregon Daily Journal. Actual aver- 
are for ms "8,946; first 7 mouths 1904, 14,479 
— In March, 1904, the Oregon nnn bate sony tome 

ablished a Sunday edition. 

Srom March 20th to June sth was is. ‘300 c 

as per detailed qa Siled with the A lan 

Newspaper Directory. 
PENNSYLVANIA. 

Chester, Times, ev’g qo; Average 1903, 8,187. 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 


Connellaville. Courier, xt t Aver. for 1908, 
1,848, weekly for 1903, 8,090, daily average 
April, 1904, 8,019. 


Erie, Tim mes, daily. arerag verage for 1903, 11,208. 
July, 1904,14,283. E. Katz, Sp. Ag., N.Y. 





Philadelphia, Farm Journal, monthly. Wil- 
mer Atkinson ‘Ste publishers. Average 
Sor 1903, 544,6 inters’ Ink awarded 
the seventh Sugar Bowl to Farm Journal with this 

ion: 


inscrip 
* swarded June 25th, 1902, 
- * Printers’ Ink, ‘The Litt 
Schoolmaster’ in the Art of 
ne « Ade ne ay to the Farm 
“ Journal. After acanvassing 
“of merits extending over a 
“period of half a year, that among all 
hose published in the Unit tates, has been 
“ promouneed, the one that best serves its purpose 
and ‘or the agricultu- 
“ral ‘population. and as an effective and economi- 
cal medium for communicating with them, 
“ through its a spp tctnate columns.” 


The Philadelphia 
Bulletin’s Circulation 


for the first seven months of 1904, com- 
pared with the previous year, is as 
follows: 





1903 1904 

Jan. . 129,173 159,377 copies 
Feb. . 140,056 186,890 

Mar. . 146,774 183,837 “ 
April. 146,597 182,679 “ 
May. 139,877 179,543 “ 
June. 144,610 185,319 “ 
July . 142,597 181,543 “ 
Av’ge for 7 mos. 1903, 141,383 copies. 
Av’ge for 7 mos. 1904, 179,884 copies. 


38,50 Le 


The BULLETIN’s circulation figures 
are net; all damaged, unsold, free and 
returned copies have been omitted. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


Daily poset al 


ACTUAL CIRCULATION FOR nen 






pee ganday no issue 
..Holiday no issue 





Tota) for 25 oun pdb cedave ciemuiee wr 
Daily net ~~ 
ARCLAY H. waiksiienn 


esident. 
Philadelphia, Aug. 5, 1904. 


THE KVENING TELEGRAPH is best for advertis- 
ing. It goes into the home and stays there 
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hia, Camera, moni . Frank V. 
Pa gr ‘erage for 4003, 7,120. 
P delphia, Press. Av. cire. over 100,000 
dail Net average for July, 1904, 110,685. 
Philadelphia. 903, 102,961. School pide ay yates 6 
Av e for 1903, 
fhe Religious Press 


Pitted: Chroniele-Telogra h. Aver., 1903, 
546,868. Scorn tement on eh, 





. Av, 1903, 18, 
chase of workmen ts in U. 8. 


2 J. B 3 tyne Av. 


Pittebu: Labor World, 
088. Reaches best paid class 
Scranton, Times, every ev; 
Sor 1903, 21, 604, La Coste 
. Forenings Vannen, Swedish, mo. 
an 102, 1,5 541. Circulates Pa. N.Y. and 0. 


oe . hington, Reporter porter and Observer. Siz 
the ng aes 70.56. 
ews. daily. W. H. 


Weat Cheater. 
Hodgson. ‘Average | — *- 15,168. 


Williamsport, Grit. America’s Greatest 
by nd Net paid average 1903, 181,868. ees 
& Thompson, keps., New York ‘and Chi 


York, Dispatch, daily. ee Pubiching 
Co. erage Sor 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 (©0) 
Sunday, 19,892 «© D). Evening Bulletin 368 6 
average 1903. Providence Journal Co., pubs 


Westerly, Sun. Geo. H. Utter, pub. Avera; 
1903,4,888, Only daily in So. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, bp ny P, 
Browne. Average /903, no issue less than 1, 750. 


Charleston, Evening Post. Actual dy. aver. 
Sor second 3 months 1904, 8,727. 


Columbia, State, daily. State Co., publishers. 
Actual aver, for 1903, datiy, 6.568 ie semt 
weekly, 2,01 jo unday. etry “aed 
1904, daily 7 7,699 Sunday 8, 92 


SOUTH DAKOTA. 

Stoux Falls, Lt om Leader. Tomlinson & Day, 
ye mee p os Actual daily average for 102, 5,819. 
Actual daily aver. for 1903, 8,882. 

TENNESSEE. 


Lewiaburg, Tribune, mi woenty. 
Carter. Actual average 1903, 1903, 1,201. 


ge 


six mos. 


WwW. M. 


gage Commercial NAR ae Golly. y any, 


way. 4 verage 1903, dai 
88,080, weekly 77 821 (964). March, ia ‘daily 
84,852, Sunday 47,296. weekly 82,468 


Memphis, Morning News. Actual iain 
age for 1903, 17,594. For six months ending 
June, 1904, 21, 589. 


Nashville, Paaast, daily. Av. for year ending 
Feb., 1903, 16.078. Six months 1904, 20,851. 
Only Nashville daily eligible to Roll of Honor. 


Nashville, Progressive Teacher and Southw’n 
School Journal,mo. Averagefor 1903, 9,500. 


TEXAS. 
ww Denton Co. Record and Chronicle 
W. C. Edwards. is. Average for 1908, 2,689. 


El Paso, Herald. Dy. av. 1903, S.O8Es 4 Apri 

Pig i 4284. . yy canvass showed Hi naa] 
80 per cent of El Paso homes. ‘Only El Paso 

daily paper eligible to Roll of Honor. 





La Porte, Chronicle, Aga Fo G. E. Kepple, 
publisher. Average for 1903, 1 Z 

Paris, Advocate ay, W.N. Furey, pub. Act- 
ual average, 1903, 


UrAK. 
Ogden, Standard. Wm. Glassman. pub, Av. 
Sor 1903, daily 4,881, semi “weekly 8,158. 
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VERMONT. 


Barre, Times, daily. F. E. Langley. Aver. 1903, 
2,710. ‘Five months in 1904, 8,062. 


Burlington, Free Press. Daily av. '03, 5.566. 
9 mos. to June‘, La ag Only Vermont paper ex- 
amined by Association of American Advertisers, 


ne News. Jos. Auld. Actual daily 


046, sworn av. April, 5,658. 


VIRGINIA. 

Norfolk, Dispatch, Sworn average for 
1902, 5,098 ; for 1903, * 406; F February, 8,448; 
March, 9,241. 

oittchmant News 8 Leader, every evening ex 

cept Sunday. Daily average February /, 1903, to 
ry 1, 1904, 27,414. The largest circula 
tion between Washington and Atlanta. 


ae 
9 Pu; av. 4908, 1 12,717; B¥0 


08. 1904, 
» sigan: ‘ey $:482. Ss. c. ‘peak! 
ibune Bldg., N. Y. 


& Chicago 


WEST VIRGINIA. 
Wheeling, News. Daily paid circu’n 9,707, 
Sunda, Pe ‘girew'n 10,8 For 12 months up 
toA 190k. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Leader-Press, daily. Actual aver- 
age 1903, 5,590. 

Milwaukee, Evening Wisconsin, ay Kvg. Wis- 
consin Co. Average for 1903, 21, 98 cem ber 
1903, 25,090; June, 1904, 26,696 ( oo) 


Milwaukee, Oe e8 8 tO. me Holt dy. Av. 
year end’g Feb.,’04, 28 +8, 876; « av. Feb.,’04, 24,8 8. 

Peg Journal, daily daily. Journal Co., pub. 

Av. end, June, 1904, 86,016. June, 1904, 86,870. 

Oshkosh, Northwestern. | daily. Average for 
1903, 6,488. First six months 1904, 7,228. 


Raeine, Journal, dai'y. Journal Printing Co, 
Average for 1903, 8,702. 


ona 
5,61 
rut Sp. 
with, rep., 


Raeine, Wisconsin PF a weekly, 
Average for 1903, 88,181. First 6 months 1904. 
86,872. Advertising $2.80 per inch. 


BRITISH ea. 
Vancouver, Province, daily. W.C. Nichol, 
mye sarens by 1908, 5,888; 
lay, 1904, 7,281. 
Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 

Phen o Der Revbwesiie, Western|jCanada’s 

German newspaper, covers the entire German 
speaking population—its exclusive field. Aver- 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, daily and weekly. Av- 
erage for 1903, daily, 18,824; weekly, 18,908. 
Daily, July, 1904, 25,548. 


NOVA SCOTIA, CAN. 
Halifax, Herald (© ©) and Evening Mail. 
Average /908,9,941. June, 1904,15,948. 
ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. = Or 1908, 5,875. 


Toronto. Star, dai ——— ear endin 
June 30th, 25,988; airot six mont: soa. 80, 045, 


QUEBEC, CAN. 

Montreal, Herald, getty. Est. 1808. 
average for 1903, 22, 515. 

Montreal, La Presse. Treffle Berthiaume, 
lisher. Actual a <P 1903, daily 72, 
Average April, 1904, 80.116. 

Montreal. See, G7. & wy. Graham & Co. Av. 
Sor’03, dy, 55.127, wy. 12 “269 (1145). Six mos. 
end. May 3/, ’03, dy. av. 55,147, wy. 122,157, 


Actual 


ub- 
94. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 











(# Printers’ Ink has always held that newspapers which carry 
the largest number of want advertisements are closest to the 
hearts of the people, and are for that reason not only prosperous, 
but of a distinct profitableness to an advertiser. 


{#~ Publications entitled to be listed under this heading are 


charged 10 cents a line a week. 


Six words make a line. 


After September st the cost of advertising under this heading 
will be 20 cents a line or $3 an inch each insertion; and display 


type may be used if desired. 





CALIFORNIA. 
7 Times prints more “Want” and otherclas- 
sified DY ye than the other five 

newspapers 0s Angeles combined. It is the 
medium for toon exc. e of commercial! intelli- 
gence throughout the whole Southwest. 

Bote—Ouy CENT A WORD FoR EACH INSERTION; 

minimum charge 25 cents. Sworn daily average 
for year 1908, 36,656 copies. Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
(HE Denver Post, Sunday edition, Aug. 14, 1904 
contained 2,979 want ads, a total of 73 3-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the lost is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT. 
ERIDEN, Conn., RECORD covers field of 50,000 
population; working people and skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAW ARE. 
OCAL readers use the Wilmington EVENING 
JournNAL for Want advertising. They get 
ts. Half cent a word. 


) yd Delaware the only Cally paper that or. 
antees circulation is ‘‘ Every Evening.” 
carries more ¢c advertising than all 
other Wilmington papers combined. 
DISTRICT OF COLUMBIA. 
Re Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 
HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


HE Augusta CHRONICLE is the want advertis- 
ing medium for the western half of South 
Carolina and the eastern half of Georgia. 
IOWA. 
HE Des Moines CaprTaL guarantees the larg- 
est circulation in the city of Des Moines of 
an b mad newspaper. It me . e want ad medium 
Rate, one cent a . By the month, 
a per line. It is published “a evenings a week. 
rday the big day. 


ILLINOIS, 
f[.HE Avrora DalLy News runs twice to three 
imes as many want ads as any other paper 
in Kane County, population 80,000. 


pacts (Tll.) JoURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 





> Chicago DaILy News isthe city’s “Want 

directory. 1t published during the year 
1903 10,781 columns of “classified” advertising, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaiLy 
NEws office 2 telephone. No free Want ads are 
published. e DAILY News rigidly excludes all 
pe noes ee advertisements. ‘Nearly every- 
body who reads the English language in, around 
= ——_ Chicago reads the DaILy NEWS,” says 

st Office Revi ae 


INDIANA. 


HE MARIon LEADER is recognized as the best 
result getter for want ads. 


MPERRE HAUTE Star carries more Want ads 
than all other ‘'erre Haute dailies. 


UNCIE Star carries more Want ads than 
any other Indiana_morning newspaper, 
with the exception of the Indianapolis Star. 


[ADAM AFOUL Be STAR since Jahuexy first has 
more than doubled the volume its Classi- 

fied advertising. On Sunday, April 10, the Stak 
carried more than two full wo full pages of Want Ads. 


6 bi ~ Indianapolis NEws d News during the first six 

months of 1904 printed 66.240 more classified 
advertisements than all other dailies of Indian- 
apolis combined, printing a total of 137,217 sep. 
arate paid Want ads du ng that time. 


KENTUCKY. 
"npn Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper — in any month. Fighteen 
words one week, 25c 





MAR RYLAND. 
'P.HE Baltimore News carries more Want Ads 
cecum ea ony other Baitimore daily. It is the 
ant Ad medium of Baltimore 


MASSACHUSETTS. 
HE Brockton (Mass.) DaILy ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


MPHE Boston GLOBE, daily and Sunday, carries 
more Want ads than any other paper in New 
England because it brings results to the adver- 
tiser. A trial convinces. 
[HE Boston EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


[PRE Boston HERALD enjoyed a n of 74% 

columns in advertisements during the 
month of July, a gain of over 25¢ in classified ad- 
vertisements Hd waile no =— Boston paper 
showed any ga ERA nearest com- 
petitor, indeed, siowed a loss of ike columns. 

















MINNESOTA 
HE St. Paun Deonetce de the leading “Want” 
medium in th read and a 
upon by everybod. M fn its city and territo 
more paid abe pe on than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 190353, 044; now ; now 57,624. 


yegunas that prove rove that The Minneapolis 
JOURNAL carries the most ‘Want Ads”of any 
daily newspaper in the Northwest: 


Nearest Dail 
Journal. | ar 
ear 1903 cols. 


2,980 cols, 
7 Fei 1904, 2,031 be 


T8, MINNEAPOLIS TRIBUNE is a = ETEM 
Want ad medium of Minneapolis and has 
been for many Fay It is the oldest — 
apolis daily has over 90,000 subscril 
is more than 20,000 each day over Pal 
above any other Mameapelie daily, Its evening 
edition alone has a larger circulation in _—~ 
apolis than any other eve per. It pub- 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
both moreiag and evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of Wanted advertisements or the amount in 
volume. 


MISSOURI. 
i Ng Joplin, t poses is the leading foe in the 
Kansas Lead and Zinc Minirg dis- 
trict. Scaee over 11,000. A page of Want 
ads. Send for sample copy. 


'MHE Kansas City Timcs (morning), The Kansas 
City STAR (grenioe) carry all of Sas 
City’s “Wants.” Kansas C ty SUNDAY STAR 
rints over, lem pages of paid Wants weg 
Bunda: inter reason—because every 
Kansas C to is the Times and the STaR. 


HE Kansas City JOURNAL (every mornin; 
including Sunday), one of the recognize 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5 centsa nonpariel line. 


NEBRASKA, 
HE Lincoln DamLy Stak, the best ‘Want Ad” 
me iium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 dairy. Rates, 1 cent 
rword. Special Saturday rate, 15 words only, Easte 
Stimes, 15 cents, cash. DAILV STAR, Lincoln, Ne 


NEW JERSEY. 
| Ae Lisgeeee DAILY JoURNAL covers ——- 
95,000. Largestcirculation. Brings re- 
sults. “cs “Want” medium. Cent a word. 


NEW YORK. 
uy =) Post-ExPREss is the ad afternoon Want 
ad-medium in Rocheste’ 


NGINEERING NEWS, Tew York, two pages 
of Want ads weekly. The cheapest way to 
reach engineering offices; one and a half and two 
cents a word; set sulid. Circular “P. R.,” and 
specimen copy free. 


Ts TrmEs-UNION, of Albany, New York. Bet- 

ter medium for wants and one — 
matter than any other paper “gr Pl 
guarantees a circulation qroater ¥.. al ¥ I 
daily papers in that city. 


p® tINTERS’ INK pubtenet weekly. The rec- 
ognized and d lead antad medium for 
Want ad mediums, it Seder articles, advertis- 
~ novelties, printing, written Kg 2 
ber stamps, office devices, adwriting, half- 
tone making, and “ene A anything which 
interests and ap advertisers and busi- 
ness men. Clasified advertisements, ten cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 








OHIO. 
D4zton (Q.) News always leads in Want ads. 
One cent per word per insertion. Largest 
circulation. 


T722 Dayton, O., HERALD has t..2 callfor classi- 
ed advertisements in Dayton. It’s the 
home paper and gives results. 
pay MANSFIELD NiWSs publishes daily more 
ant ads than any other 20,000 population 
hewspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per exch additional word. 


OKLAHOMA, 


HE OKLAHOMAN. Okla. City, 7,800. Publishes 
more Wants than any four kla. competitors, 


PRINTERS’ INK. 
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OREGON, 
HE Portland, Oregon, DAILY JOURNAL, every 


evening and Sunday morning, carries more 

“ want ads” than all the other evening papers 

in Oregon combined, —— its afternoon 

Portland contempo eoeney. Rate -5 cents a line 

each insertion—seyen insertions, including the 
Senter JOURNAL, for the price of five. 


PENNSYLVANIA, 
T= Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


HILADELPHIA, THE KvENING BULLETIN— 
Want ads in THE BULLETIN pay fora num- 

ber of reasons. First, in Philadelpuia nearly 
everyvody reads THE BULLETIN. Second, THE 
BULLETIN has by many thousands the largest 
city circulation of any Philadelphia newspaper. 
See Roll of Honor col.) Third, THE BULLETIN goes 
daily into more Philadel hia, homes than any 
other medium. Fourth, THE BULLETIN will not 
pris in its classified columns advertisements of 
a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VIRGINIA, 


HE Trmes- a —— more Want ads, 
both he! 

r publish 
— Ey “4 of Pion and Virginia, and 


class that give results. Want ads, 
ia 5101; June 4,824. 


HE News LEaDFR, published ovary afternoon 
except Sunday, Richmond, Va. Largest 
— by long odds (27,414 aver. year) and 
recognized want ad dvert in 
Virginia Classified 5 9eree., one cent a word per 
insertion, cash in ad ance; no advertisement 
counted as less than 5 words; no display. 


> 





CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada. (Daily 80,000, desardaye 


100,000.) Carries more want ads than any French 
newspaper in the world. 


(PHE DAILY TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces 
ian — and — up-to-date paper of 

Want ads one cent a word. 
| ae charge 25 cents. 


Ts Toronto DaiLy STAR is necessary to any 
advertiser who wants to cover the Toronto 
field. Carries more local general advertising 
than any other Toronto 100 90.879 pyorn daily 
average Yireulation, May, 1 


‘MHE Montreal Daly STaR carries more Want 

advertisements than all other Montreal 
dailies combinea. The FaMILy HeraLtp np 
WEEKLY StTaR carries more Want advertisements 
than any other weekly paper in Canada. 


T= Winnipeg FREE PRESS carri 
“Want” advertisements than an: 





more 
other 


dail aofly F paper in and more advertisements 
nature than are contained in all lan ‘North 
orth- 


aly papess apers published in the Canadian 

bined. Moreover, the FREE 
ries ‘arner volume of — “advertising 
than any | XA pH minion. 
Number of pai ant ads” publisived in April, 
39,984; in tay So 180 


ng Toronto aaa 3 TELEGRAM, charging 
le. per word each — eRe for 
special contract payee carried 37,122 indi- 
vidual classified ads oa the month of June 
fatgest count of ny Ceinan nevapapers though 
st count of any Ca! newspaper, thoug 
most of them allow 6 insertions for iN he price of 
4, and some of them 3 insertions for the price of 
1. If the “Want ad” patronage is an indication 
of the value of an advertising medium, there 
can be no question about the EVENING TELE- 
GRAM, of Toronto. It more readers, locally, 
than any other two papers combined, morning 


or evening. , 5c. per line on 20 000 line con- 
tracts; 6c. per line ‘of 10.000 line contracts. Daily 
oversee circulation for six months to June Ist, 


BRITISH COLUMBIA. 


Ts Victoria CoLonIsT covers the entire prov- 

ince of British Romane (branch office in 
Vancouver). More ANT” ads appear in the 
Sunday (‘OLONIST oon in any other paper west 
of Winnipeg. One cent a word each issue, Sam- 
ple copies free. 
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A JOURNAL FOR ADVERTISERS, 
t= Issued every Wednesday. Subscription 
price, five dollars a year,inadvance, Ten centsa 
copy. Six dollars a hundred. 
ww 
ADVERTISING RATES : 

Classified advertisements, Advertising Agents 
and Want Ad Mediums, set in pearl, begin- 
ning with a two-line initia! letter, but containing 
no other type larger than pear!,10 cents a line, 


a& page. 
Displayed advertisements 20 cents a line, pearl 
measure, 15 lines to the inch ($3); 200 lines to the 


Peron Y- ciflea position (if granted), 25 per cent 
or spec. r 
additional ne 


For position (full page) first on first or last on 
last cover, double price. ; 

For inside of cover pages or first advertise- 
ment on aright-hand page (full pages) or for 
the central double pages printed across the 
centre margin, 50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of a of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space u: ‘or rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
se 


Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





ann 
Cuarves J. ZINGG, 
Publisher, 
Business Manager and Managing Editor. , 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Eill,EC 


NEW YORK, AUGUST 24, 1904. 


FROM THE PURCHASER’S 
SIDE, 


A knowledge of practical sales- 
manship is held to be important in 
the equipment of an advertising 
man. The adwriter who has grad- 
uated from the ranks of clerks or 
drummers is respected, and with 
reason. Business men value sales- 
manship as the lever that moves 
goods, and the salesman makes a 
good advertising man because his 
work best fits him for the manage- 
ment of publicity. 

* % * 

Salesmanship implies a knowl- 
edge of goods and of human na- 
ture, but imposes on an adwriter 
a certain narrowness of viewpoint 
that is not desirable in advertising. 
Tne man who can sell goods will 
find it well worth while to learn 
to buy them. The advertising 
craft numbers many women who 
are successful in handling publici- 
ty. It will be found in most in- 
stances that the woman advertising 
manager writes from the buyer’s 
standpoint, having had little ex- 
perience in selling. An advertis- 
ing woman of ability in a Western 
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city took up the publicity of a de- 
partment store some years ago 
after serving as the proprietor’s 
secretary. She had never sold a 
dollar’s worth of goods in her life, 
yet from the first her work was 
close to the public, and she had so 
good a knack at divining the peo- 
ple’s immediate needs that event- 
ually she was consulted regarding 
sales and daily offerings. She had 
done all the shopping for a family 
before going out into the world to 
earn a living, and was naturally a 
buyer, consulted by friends and en- 
trusted with commissions. She 
wrote from the standpoint of a 
shopper—the woman who must get 
value for her money. Going thro’ 
the store every morning she made 
up her schedule according to the 
season of the year and the thoughts 
uppermost in the minds of people 
of the several classes served by the 
establishment. Ofttimes she op- 
posed salesmen’s reasons for ex- 
ploiting certain articles. For ex- 
ample, she held that the public 
could be more readily interested 
in things it wanted that particular 
day than in cut-price sales of 
things that it could not use until 
next winter. A sale of summer 
underwear remnants at the end of 
autumn interested only people who 
had surplus to invest, was her con- 
tention, while everybody was 
thinking of winter undergarments, 
The former offering should be 
subordinated to the latter. She 
opposed the technical jargon used 
and understood by salesmen, such 
as “D. B.” for “double-breasted.” 
This had formerly been employed 
in the advertising to save space. 
She maintained that the public 
knew nothing about such abbrevia- 
tions, and couched her ads in plain 
English. 
* * * 

A salesman’s reasons are often 
mere selling reasons—not reasons 
why the customer should possess 
the article. His thoughts are bent 
on building up a good case for the 
goods, and he loses sight of tr 
buyer’s side of the question. The 
man advertising a single article, 
like a typewriter, usually works 
from the standpoint of the buyer 
because he uses the machine every 




















day, but in a department store 
there are hundreds of articles that 
the ad man has never worn, tasted, 
used, and his advertising argu- 
ments are simply reasons why they 
should be sold. A buyer of ex- 
perience usually has practical 
knowledge of the best grades of 
' foods, clothing and so forth, and 
from these it is a simple matter to 
find buying reasons for cheaper 
grades. Advertising written from 
this standpoint subjects the mer- 
chandise to the same criticism by 
actual buyers. It may often seem 
harsh, but it is generally sound 
and always healthful. 
Worb-TWISTING in the ad is apt 
to twist the results. 





Tue Charles City, Iowa, Jntelli- 
gencer is now published by Sloane 
& Rhinesmith. The negotiations 
were by the Chicago office of 
Charles M. Palmer. 

Ricuarp J. HAMILTON, publisher 
of the Mail, Hagerstown, Md., 
takes exception to a recent state- 
ment in Printers’ INK that the 
language known as “Pennsylvania 
Dutch” is not written, submitting 
the following specimen of that 
tongue from the Herald, of Han- 
over, Pa.: 

NEWS ITEM. 

Der Pit fun Barwicktown hut meir 
gsawt ar wer ous politics, awer onner 
ovet hob ich ebs gsaina_ dos widder 
FRISH NEI in POLITICS gait! 

Driva in Baricks wr hut en Gowl 
unner numma en hornasel nesht fressa, 
awer wie de Alt Missus Hornasel eera 
kinner uf der Growl gsetzt hut, hut der 
gowl yusht ae beis fun em _ nesht 
genumma! 

Es sin tswae weibsleit in der Shtat os 
meh wissa fun Millich Deep fonga os de 
Shtate Board. De aint hut eera tzwaee 
kee nauchts im felt kot, un aina hut 
fer pawr morrya ken millich gevva. 
Neaksht naucht hut sie eera Alderney 
Bull aw ins felt, un neaksht morrya hut 
der bull en karl uf meh baum kot, un 
de fraw hut der deep gecaptert. 
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Mr. H. G. Murray, formerly busi- 
ness manager of the New York Press, 
has been elected secretary of the 
IAA. 


THE PRINTERS’ INK BABIES. 


Hupson Buitp1nG, 
New York, Aug. 12, 1904. 
Editor of Printers’ Inx : 

In the next issue of your valuable journal 
could you spare space sufficient to give a list 
of the advertising journals of America, and the 
city of publication ? 

Yours truly, 
Tue Business & FINANCE PusLisHInG Co. 








Rowell’s American Newspaper 
Directory for 1904 lists the follow- 
ing twenty-four publications de- 


voted to advertising and allied 
trades: 
CALIFORNIA, 
Los Angeles, Pacific Coast Advertising. M. 
ILLINOIS. 
Chicago, Advertiser and Publisher, W. 
‘id Ad Sense, M. 
” Advertising, M. 
Be Agricultural Advertising, M. 
s Class Advertising, M. 
soy Common Sense, M. 
mt Fudicious Advertising, M. 
e Mail Oder Fournal, M. 
bs Plain Talk, M. 
MASSACHUSETTS, 
Boston, Profitable Advertising, M. 
MISSOURI. 
St. Louis, Ad-Writer, M. 
NEBRASKA. 
Omaha, Western Advertiser, M. 
NEW JERSEY. 
Newmarket, Advertisers’ Guide. M 
NEW YORK. 
New York, Fourth Estate, Ww. 
ah National Advertiser, We 
” Newspaperdom. Ww. 
ed Retailer and Advertiser, WwW. 
ye American Ad-ertiser, M 
. Fame, M. 
OHIO. 
Columbus, Advertising World, M. 
RHODE ISLAND. 
Providence, Rhode Island Advertiser, ™M. 
WASHINGTON. 
Seattle, White’s Sayings, M. 
WISCONSIN. 
Milwaukee, Circulation Manager, M. 




















The Little Schoolmaster is now on sale 
at the booths of the Postal News Company 
at the World's Fair in St. Louis. 
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R. E. LeEMonpe is now in charge 
of the Checking Department of the 
Ben B. Hampton Co. 


Mr. Witt1AM McK. Barsour is 
appointed advertising manager of 
the Minneapolis Journal to fill the 
vacancy caused by the resignation 
of Mr. F. H. Sanders. 





THE publisher of the Daily 
Times, Portsmouth, Ohio, a paper 
entitled to entry in the Roll of 
Honor says that his daily average 
for the first six months of this 
year was 2,828 copies. 


Tue Saginaw, Mich., Courier- 
Herald submits its detailed month- 
ly statement for July, 1904, and as 
recorded in the Roll of Honor the 
daily net average for that month 
w_. 10,566 copies. The circulation 
manager of the paper says that 
this figure shows a gain of twenty- 
five per cent over the correspond- 
ing month a year ago. 


SPEAKING of the trade press, you 
are not for a moment to forget the 
advertising periodicals. In a class 
by itself among these is PRINTERS’ 
INK, 

* * * 

I, for one, could not afford to 
attempt to get along without the 
study of all ad journals heretofore 
listed in this column and commend- 
ed for subscription. And there are 
others. But whatever, or, for that 
matter, however many other publi- 
citous periodicals you may read, 
there is one you simply must study 
—and that is Printers’ INK. 

* * * 


For one thing the Little School- 
master differs from the church of 
the Laodiceans in a manner that 
would have won the unstinted ap- 
proval of Paul—Printers’ INK is 
never lukewarm. Its criticism is 
either so hot as to chill to the 
marrow, or else its sarcasm is so 
icy as to make a fellow hotter’n 
hades. From cover to cover it 1s 
intellectually and morally stimulat- 
ing. Above all, and all the time, 
its artices are commercially prac- 
ticable and professionally practical. 
—T.S. in Boston Herald for Aug- 
ust 16, 1904. 
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THE special “Gibson issue” of 
Collier’s Weekly, which was 
scheduled for September 3, has 
been postponed to a date to be 
announced later, the famous line 
artist having been delayed in the 
drawings that are to form its chief 
feature. 





Tue Boston Herald is printing 
a cabalistic arrangement of capital 
letters in its “ears,” a single letter 
being added daily. The whole 
number is said to be twenty-eight. 
In the meantime no explanation of 
their meaning has been given read- 
ers, and much curiosity has been 
aroused as to the nature of the 
contest or puzzle. Readers are in- 
vited to give an opinion as to what 
the thing is about. 





Tue Merrell-Soule Company, cf 
Syracuse, N. Y., will conduct an 
extensive fall and winter campaign 
in magazines and women’s period- 
icals, advertising their None-Such 
Mince Meat. This advertising will 
be handled by the George Ethridge 
Company, 33 Union Square, New 
York, who will prepare the copy 
and designs and place the advertis- 
ing through one of the agencies 
with which it has reciprocal rela- 
tions, 





DAILY newspaper advertising of 
medicines and food products now 
turn largely on free samples. “The 
Troof of the Pudding,” a booklet 
from the Chicago Daily News, in- 
dicates how vast an interest can 
be aroused by this method. From 
a single insertion of a 500-line ad 
for Liquozone, a successful Chi- 
cago remedy, the advertiser re- 
ceived 1,537 requests for a sample, 
the cost being ten cents per reply. 
The Daily News was first in point 
of results 
carrying the ad. A free sample of 
Golden Horn Flour, offered in a 
single insertion advertisement by 
the Star and Cresent Milling Co., 
Chicago, brought 8,485 replies at a 
costs of less than three cents each. 
An advertisement of homesteads in 
Western Nebraska brought 756 re- 
plies to the Burlington Railroad at 
a cost of 22 cents each, though 
only a booklet was offered. 


among 2,000 papers * 








THE St. Louis Semi-Weekly 
Star covers the States embraced in 
the great Mississippi Valley, and 
is a leading mail-order medium 
with firms operating in this terri- 
tory. A recent statement of cir- 
culation by States, issued from the 
Star office, gives an average of 
more than 154,000 copies per issue, 
or over 300,000 per week, distribut- 
ed thus: Missouri, 25,437; Illinois, 
19,182; Tennessee, 15,154; Ohio, 
10,720; Indiana, 10,425; Kentucky, 
7,907; Texas, 9,897; Kansas, 6,773; 
Oklahoma, 5,810; Arkansas, 6,074 ; 
Georgia, 5,525; Iowa, 4,967; South 
Carolina, 3,837; Alabama, 3,989 ; 
Mississippi, 2,046; North Carolina, 
2,953; Michigan, 2,721; Nebraska, 
2,226; Wisconsin, 1,785; Indian 
Territory 1,879: Minnesota, 970; 
scattered in other States, 3,207. 





Ir is not at all unusual for ad- 
vertisements to be interesting read- 
ing, but rarely indeed are they as 
interesting to as many people, and 
for reasons quite apart from the 
sale of any particular wares or ser- 
vices, aS was one printed by the 
New York Times recently. In it 
Mr. C. W. Post of the Postum 
Cereal Company, limited, told how 
a boycott has been pronounced by 
labor unions against the products 
of that company because it has re- 
fused to cease advertising in cer- 
tain newspaper with which those 
unions are at odds and seeking to 
ruin Such a command was, of 
course, strongly resented as an un- 
warrantable interference with pri- 
vate and commercial rights, and as 
strongly Mr. Post announced his 
purpose to ignore it, whatever 
might be the consequence to his 
business. The action of the unions 
is in this case particularly out- 
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rageous, since it is an open exten- 
sion of the boycott principle to the 
point of boycotting those who, in 
quarrels not their own, refuse to 
boycott those against whom they 
have no grievance. Submission to 
such a demand would be nothing 
less than voluntary submission to 
slavery under unknown as well as 
irresponsible masters. The unions 
that have raised this strange issue 
have shown a most unintelligent 
audacity, for the Postum Com- 
pany’s presentation of facts is sure 
to awaken widespread sympathy in 
its behalf among all who have. sut- 
fered from union tyranny, and a 
general adoption of the company’s 
position would’ very seriously 
threaten the very existence of “or- 
ganized labor” in its present form. 
The statement of Mr. Post’s posi- 
tion could hardly be better for 
force or definiteness. “If the great 
buying public,” it ran, “decide to 
obey the orders of the labor unions, 
and refuse to purchase our prod- 
ucts, we have but one thing to do— 
go out of business and let the fam- 
ilies dependent on that business go 
adrift and shift for themselves. 
Such ruin will carry down with it 
everything connected with the in- 
dustry that has taken years and 
millions of money to establish. We 
cannot and will not join the con- 
spiracy of these labor unions to 
ruin publishers. We cannot and 
will not discharge a single one of 
our faithful and time-tried work- 
men upon the orders of any labor 
union. Upon these principles we 
stand. If .the unions can make 
their boycott effective and sink our 
ship we will go down with the 
Captain on the bridge and in com- 
mand.”—Editorial New York 





Times, August 10, 1904. 














g@@ Address all correspondence, 
payments, orders and copy for 
@@ advertisements in PRINTERS’ 
INK to the Business Manager 
B@ of PRINTERS’ INK. 
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Now is the time to perfect plans 
for telegraphic advertising for 
manufacturers whose exhibits at 
the World’s Fair attract special at- 
tention, or are likely to be men- 
tioned in jury’s awards. 


FRANK F. Pearp has been elect- 
ed president of the Baltimore Her- 
ald Publishing Company. Paul 
Block special agent New York and 
Chicago, is in charge of the foreign 
advertising of the Baltimore 
Herald. 








Tue Pacific Coast Advertising 
Men’s Association has been defi- 
nitely organized with more than 
sixty members. The following of- 
ficers are to serve until January: 
president, H. C. Stabler, Chairman 
Advertising Committee, California 
Fruit Growers; vice-president, J. 
A. Johnston, Adv. Manager Wein- 
stock-Lubin & Co., San Francisco; 
secretary L. H. Mertz, Editor Pa- 
cific Coast Advertising Los An- 
geles; treasurer, L. E. Sexton, 
Manager Sunset Advertising Agen- 
cy, San Francisco. Active mem- 
bership will be confined to the 
States of California, Arizona, 
Idaho, Montana, Nevada, Oregon, 
Utah and Washington. 





CHAUTAUQUA was the scene of 
the last dinner of the Ad Club of 
Western New York, an excursion 
of sixty members visiting the as- 
sembly grounds August 3 in charge 
of President E. F. Olmstead. The 
party reached the lake in a special 
car over the Pennsylvania Railroad 
about noon. After an inspection 
of the assembly grounds the Ad 
Club went to Sheldon Hall and 
had a banquet late in the afternoon. 
Following the dinner President 
Olmstead called on Miss Martha 
Van Rensselaer of Cornell, presi- 
dent of the Women’s Federation 
of Western New York, to speak. 
Miss Van Rensselaer gave an im- 
promptu and interesting talk on 
the interest women have in busi- 
ness. Other speakers were Dr. 
George E. Vincent, of the Chauta- 
qua’s assembly, and James D. 
Rogers, advertising manager of the 
Harper publications. 
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THe E. Katz Special Agency 
have been appointed Eastern and 
Western representatives for the 
Ansonia, Conn., Sentinel, Bridge- 
port, Conn., Post and Telegram- 
Union, London, Conn., Day and 
Telegraph and Oakland, Cal, 
Herald, 











H. D. Perky, president of the 
International Advertising Associa- 
tion and founder of the Natural 
Food Company, Niagara Falls, N. 
Y., has resigned as president of the 
latter corporation, disposing of his 
interest therein, Mr. Perky has 
purchased a large tract of land 
near Baltimore and will hereafter 
devote himself to educating men 
and women in factory welfare 
work, a subject in which he has 
taken a practical interest for many 
years, 

THE question whether a contract 
for advertising space in a news- 
paper is one for the sale of property 
or for the performance of services 
by the publisher has recently been 
decided by Judge White in Brook- 
lyn. Hinton G. Lee had given to 
the Brooklyn Standard Union his 
check to procure the insertion of 
an advertisement payable in ad- 
vance. The “ad” was inserted, but 
the check came back. Mr. Lee 
was then arrested under the act: 
providing that one who obtains 
from another money or property 
by means of a check, which he 
‘knows there are not funds to meet, 
is guilty of stealing the money or 
property so obtained. After the 
prisoner had been arraigned in the 
police court his counsel applied to 
Judge White for a writ of habeas 
corpus. The ground for the appli- 
cation was that no crime had been 
committed, because the advertising 
space of the newspaper was not 
property, and hence could not be 
stolen. Upon the return of the 
writ, Judge White directed that it 
be dismissed, holding that a news- 
paper’s advertising space was as 
much its property as were its gold 
and silver. This decision seems 
to be the first in which the nature 
of a paper’s rights to its advertis- 
ing space has been considered, and 
it is therefore important. 
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SPECIAL ISSUES 





Printers’ Ink 


For the main purpose of securing new 
subscribers to the Little Schoolmaster the 
following special editions will be issued on 
the dates stated: 


September 7, 1904, Press Day, August 31, 


to 


Department Stores 


This special issue goes to three thousand 
department stores which are not now receiv- 
ing PRINTERS’ INK, in addition to the regular 
mailing list. The modern department stores 
are institutions that are of great concern to 
good newspapers; they are space buyers, and 
many of them are also doing a constantly 
growing mail-order business. First-class 
newspapers and magazines may place their 
advertisements in that issue to an advantage 
and at a cost which only PrINTERs’ INK can 
offer. 





September 14, 1904, Press Day, September 7, Mail Order Houses. 





September 28, 1904, Press Day, September 21, Real Estate. 





October 12, 1904, Press Day, October 7, Trade Journals. 


October 26, 1904, Press Day, October 19, Banks and Financial 
Advertising. 





32 






BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


INK WILL 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


33 UNION SQUARE, N.Y. 
RECEIVE. FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 








The craze for scenery and gen- 
eral surroundings, so to speak, is 
something remarkable. There seem 
to be an enormous number of ad- 
vertisers who can’t bear to print a 
picture of Little Willie without 
showing all his belongings and all 


” 
Pr 


fair lady who is the object of his 
affections—and all this in a single 
column. 

Now, the thing advertised is the 
thing which should be shown, if 
possible, but whatever the central 
point of the advertisement is, that 
point should stand out, and every- 


b ELECTRICAL SCIENTIFIC: NOVELTIES:. 


Provided with dry batteries, perfectly safe 
and harmless. No liquids or acids used 
Models of Railways, 
Motors, Dynamos, Locoe 


] 


motives, Miniature Lamps, Etc. 4 


Thousands of unsolicited testimonials to prove 
that they are safe, practical, durable, and the most 
amusing and instructive articles ever invented. Prices from 


$3.00 up. Illustrated booklet.sent free. 


THE CARLISLE @ FINCH CO. 


Largest Manufacturers 
Electrical Novgities in the World 





the contents of the room in which 
he appears. 

If the picture is that of a horse, 
we must also be shown the stable; 
and if it is an automobile, we must 
have an opportunity to gaze upon 
the charms of the entire range of 
Adirondack Mountains in the 





258 E. Clifton Ave., CINCINNATI, 0. 


thing else should be either elimi- 
nated entirely or merely indicated 
as a necessary background to make 
the central point stand out strong- 
er than it otherwise would. 

In this Electrical Novelty ad- 
vertisement, marked No. 1, we 
have a boy with a train of cars. 





No.2 


background. If the picture is that 
of a knight on horseback, this sort 
of advertiser will insist upon show- 
ing the rocky gorge at the left, the 
lofty mountains at the right and in 
the background the castle from 
which the knight rode proudly 
forth, and in the castle window the 


This was not sufficient. We had 
to be shown a polished floor, a rug, 
legs of two chairs, a doll and a 
grate with a fire in it. All these 
things had nothing whatever to do 
with the boy and his train of cars, 
and simply serve to clutter the 
thing up and spoil what would 





on 
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otherwise have been a good pic- 
ture. 

The advertising point is the boy 
with the train of cars. The chairs, 
doll, rug and grate have nothing 
to do with the case. 

In No. 2 this useless detail is all 
eliminated, and we have a chance 
to see where we are at. 

* * 

You will notice that the lady in 
the upper right-hand corner of this 
Pinkham advertisement is suffer- 
ing. You will also notice that the 
lady in the lower left-hand corner 
is suffering, and that the discom- 
fort of each is, or should be, re- 
lieved by the presence of a little 
child. 

The picture of a suffering wo- 
man seems to be an absolute ne- 
cessity in some kinds of medical 
advertising, but the question arises, 
Why need there be two of her? 
The sufferings of two women are 
no more convincing than those of 
one. You can’t bunch the pains 
and pangs of two persons and 






oe eN pad 


make them any bulkier than those 
of one person. In other words, it 
would be better to devote the space 
solely to the one figure. By so do- 
ing you would have enough room 
to make the one woman much 
larger, and, therefore, depict her 
writhings in a more excruciating 
manner, 

When you come to think of it, 


it is a queer thing to duplicate 
practically the same illustration in 
the same advertisement. 

* * * 

The original drawing of this 
Yacht Club Salad Dressing ad 
must have been very handsome, 
indeed. The reproduction shows 
that. 

Still, this ad is open to the same 
criticism as the Pinkham ad, al- 
though it is of an entirely different 
nature. 

In this little advertisement there 








When you write advertisers please mention Goce Hlovscsesriae, 





are seven people, six engaged in 
eating something and the seventh 
bringing more things to eat. 

Is it absolutely necessary to have 
a family of six people in order to 
enjoy Yacht Club Salad Dressing? 
If such is the case, it cuts a good 
many of us out—for the time being, 
at least. Is it absolutely necessary 
to have a servant in the house or 
in the picture? In other words, 
why compress an entire dining 
room with all its furnishings and 
its occupants into one half-page ad 
—to say nothing of the bottle? 
Why not have one person only and 
use enough space to show him or 
l-r in the act of obvious enjoy- 
ment? 

Would the old gentleman who 
likes Worcestershire Sauce be 
more convincing if he had his fam- 
ily around him? 

Would the young gentleman who 
has been drinking that Club Cock- 
tail for so many years make a bet- 
ter advertising picture if he were 
surrounded by his club friends? 

Not a bit of it. 

The more people you get into an 
advertising picture, the less satis- 
factory the result will be. 

* * * 


This advertisement of the 
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Pritchard Mfg. Co. will attract at- 
tention for the reason that a pic- 
ture of this kind always catches 
the eye and makes the passer-by 
stop for a moment at least. 

It may be that this is a good 
advertisement; opinions will differ 


on that point, but the fact remains 
that the picture is a flat, uncon- 
vincing failure. 

The two people shown simply 
represent two faces touching each 
other. They are not doing any- 


THAN 
ONE 


Th NEW DOUBLE HEAD TACK 


fompidiy o crv head that ne old Sodhlonel kind. Made of heat 
Y other “+ ~ t renee eee te 

easy to draw. ‘ou do my ve 4 8 

get the claw of the/puller untier the tack head. 


SAVES CARPETS, TIME AND TEMPER. 


— the tack is neither pation’ in driving or pulling it ia 
ponstically indestructible, ao 


can be used over sod over 


‘Tacks because they Last Longer. 


At ard w: 
rn feces ——. aPi dract shine 
‘emame and Se fo e. 


PRITCHARD 4 “ot 193 Male ai W., Rochester, ¥. T. 
Novelty makers to the American people. - 


thing, and from their expressions 
they have no intention of doing 
anything. 

A few months ago the front 
page of the Ladies’ Home Journal 
was illustrated by such a picture 
as this, and one which was open 
to precisely the same objection. 

A kiss is not a mere passive rub- 
bing of noses, but an active, and— 
to be successful—a vigorous sort 
of an affair. It may not be so easy 
to picture one as it is to make one, 
but things that can’t be well done 
should not be attemp‘ed. 

* * * 


Here are two advertisements of 
Welch’s Grape Juice, 

In the original each occupi ied a 
half page magazine space. One is 
well illustrated, neatly arranged 
and very good, indeed. The other 
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is crude and old-fashioned to a 
degree. 

The reason for this is that the 
pretty advertisement appeared in a 
family magazine and the other one 
appeared in a medical journal. 

Physicians are a queer set. Some 
people have gone so far as to say 
a Bac A are a solemn lot of hum- 


Welc vs 


Every physician knows the value of fruit 
and as an aid to recovery in Reh ote cope ct Geo did of Gien 














carbonates, w! exercise 

iafve.. ce in coutrofling the albalialty of the bleed and other Bide 
4 Choicest Concord Grapes—the 
B Cie orhars leh secmeny, tsahe Wes tho test One foe vsltiaiscs: 
d felch's Juice is free from alcohol, soti and juheration. 
Ase vermeil spore Wels ts gum of wet ony a 

preserttag spectly W. as Bo ws wll end il dose . 

for 33, rl 
Jenn Phat bomle, exprem prepaid, for 25. 


x bottle by email lone. 
5 She skeion a! eo JUICE co., be ama 2 Y. 





nny who try to tales demande 


seriously and make the public 
think they are something different 
from ordinary humanity by hedg- 
ing themselves in with all sorts of 


conventions and_ ethical wire 
fences. 
The understanding is that in 


order to advertise to a physician 
you must be solemn and dull, prosy 
and old-fashioned. You musn’t 
get gay under any circumstances, 
and you musn’t indulge in any- 
thing that looks like lightness or 











cheerfulness. In order to con- 
struct an ideal medical advertise- 
ment you must use no illustrations 
or modern type effects. Make your 
sentences as long and involved as 
you possibly can, and use no words 
of less than four syllables. 

Medical advertising to-day is the 
biggest piece of foolishness in the 
entire world of publicity, and 
something ought to be done about 
it. 











Classified Advertisements. 


Advertisemente eninthiaha this head two lines or more 
without d y, 0centsaline. Must be 
poe me in one week in advance, 

Atter September lat the cost of advertis- 
ing under this heading will be 20 cents a 
line or $8 an inch each insertion; and dis- 
play type may be used if desired. 

WANTS. 

ANTED—Solicitor, lange 

tive trade 
CAN HORSE OW. ER, " Chicas 
Ww’ ANTED—Agent now calling on automobile 
stations and owners to take a side line. 
TAK A-NAP SOAP CO., Darby, Pa. 

ORE than 244,000 copies of the morning edi- 
M tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
| fag tilny Atageaich god with experience in fol- 

low- post cards and eo work. 
Address, stating experience, “C, K. A.. P.L 


BRMALD’s i NEWSPAPERMEN’S EXCHANGE, 
| i ed 1898, represents payee work- 
ers ine all ce ments. wena for klet. 368 
Main St., Springfield. Mass. 


WY are Agents in every town and —~ in 

the Union to handle a Hand Soap; 100 per 
cent, profit. No fake. D. lL. HOND W. 319 
Wethersfield Ave., Hartford, Conn. 


: Sane, representa- 
nae com, PAMEKI- 


DESIRE to leave Mf ape Am a good 
I news — one writer; can furnish ref- 
erences. Ad ARLES HOELLKE, Lancas. 
ter Avenue “and Sec Seott § Street, Wilmington, Del. 


ee Sp wanted asadvertiirg manager of 

paper or magazine; young man; ex- 
perienced; successful business getter; up-to-date 
ideas and. ability to make go: . Address A. J. 
R., care of Printers’ Ink. 


Ws to lease an agricultural paper, with 
option of purchase. Advertiser has abil- 
ity aud exnerience : ro will furnish highest ref- 
erences. “L. G. B.,’ Farm Press, 

112 Dearborn St., Chicago 


Ws by a large corporation in Pittsburg, 
Pa.,a bright young adwriter with some 
experience. Applicants please state age. salary 
expected, and give references. Address R REY. 
MEN WORK, General Delivery, Pittsburg, Pa. 


W4nte business manager for penny even- 
ing paper who can invest gmall amout of 
money. 
“CO, a ”” care Leith & Stuart, 
50 Nassau St., New York City. 


NPWSPAPER eae mgr. (30), 12 years’ busi- 
ness experience, desires connection with 
mfr.,.retailer or newspaper; executive, pleasing 
personality; successful solicitor Southern news- 
paper; hig! ‘ost refs. “HIGH-GRADE,” care P. I. 


J ANTED—Man or woman to embark in a pay- 

ing Ce prone coged one-third interest. Need 

per help and some cash for advancement. Tri- 

ers need not reply. State how much you can 

invest. Address Box D., 336 Wethersfield JAve., 
Hartford, Conn. 


PANISH—I want position with firm desiring 
to push the sale of their goods in Spanish- 
peaks countries. An advertisement writer, 
thoroug) conversant with Spanish, and expert 
stenographer; CS results. “SPANISH,” 
care of Printers’ Ink 


ANTED—A man who can run an established, 
Democratic daily and semi-weekly pape per 

in a western town of 6.000. Give carefully writ- 
ten statment of qualifications and disqualifica- 
tions, experience and id . with references. 
One who will e some dy + ~~ interes t pre- 
pares. + requi Address “‘C.,” care of 





OUNG MAN (24) now employed as advertis- 
manager, wants a position as assistant 
as been more or legs interest- 
ed in advertising for two years and has success- 
= planned and carried out one magazine 
, but findsa nee to learn = and 
wan tl t chance. Address “AMBITION,” 
Printers’ Ink. 
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bs YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers [ag use the classified co} 
umns of PRINTERS’ INK, the business journal for 
eaversanss, — weekly at 10 Spruce 8t., 
New York advertisements will be inserted 
at 10 cents: per line, six words to the line, PRINT- 
Eks’ INK is the heat school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 


C= and others with common school edu- 
cations only, Ko wish to qualify for ready 
—— oe eek and Me as to bys J for 

opy of m new prospectus am ndorse- 
ments trom ty Yo a Da One 
lace, another 

poo B 500, Thi 


my teac Dem exceeds 
mpoly. G Ono. . POWELL. ads ertising and Bus- 
pert, 82 Temple Court, New Yor 


A ARE YOU SATISFIED 

with your present position or salary! If 
not, write nen office for booklet. We have 
8, secretaries, — 
men, Sewapnner men, salesmen, ete. Tec 

clerical and executive men of all lee High 





grade reas |: 
HAPGOODS. ane, oe 
Suite sim’ bor Pe a ania is ld Phin, 
0) vi al ni 
Suite i, Bonnayivar 


Suite 1326, Wallies Bie ‘Gievelana 
Pioneer Bidg., Seattle. 


—~~+or—_—_—. 
CEDAR CHESTS. 
OTH-PROOF Cedar Chests—Made of f: 


—_ .- ie and absolutely | 
ogninet 8 low. Send for booklet. 
PIEDMONT FURNITORD CO., Statesville N.C. 


amneemeneiiiieetemcenm 
ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
JUNIOR, Bethiehem, Pa. 
CENTS per line for otvershing: in meg ha 
ae YCLAST  (cire’n 1 n 15,000), Chicago, Il. 
R 1,100,000 copies ‘*22 pies “22 Business nse ‘aa 
VERE RELIOIGUS PRESS ASS’N, Phila., Pa. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


y her“ » Ohio, lo. has 608 6,000 > pouin £0 4.000 ae move ive 


reaches 
70 per cent of theon daily. pe inches, plates, 
e. 0. d. one year, n. r. m., 1.20 n 


TTOWN TALK, Ashland, Oregon, 
i. circulation of f 2,500 coples yt lene. 
Both ye 5 Ashlana pa) Lag pe are rated at less than 

1,000 by the American nn Newspaper Directory, 

HOW window instruction! Full course of 
lessons for the couutr; meres ey — 

cinnati ou Bevis 25 cel 
“THE “GINCINNATE 


youre rial su 
RADE 


10% 
10 


an 
tion. 
REVIEW. Cineimaati. Ohio. 


++ — 
POSTAL CARDS. 


GQ AMPLES of 4-7 cards, with prices for print- 

is at = half tones. STANDARD, 61 Ann St., 
a 

ILLUSTRATORS AND _AND ILLUSTRA TIONS. 


H SENIOR & CO., Wood E Wood Engravers, 10 Spruce 
e St. New York, Service good and prompt. 
ee 


CIRCULATION. 


GUARANTEED CIRCULATION 
for only 2c. a line, if order is 


100, 00 
rates advance, VICK’S 


ce, before 
FAMILY. MAGAZINE.) Rochester, N. Y. 
—__ +e 


AGENTS. 


R Twenty on oo field, At liberty 
enty years in ney fie! 
to make connections with agency, or. handle 
individual advertiser "8 cr 
Address M., Room 2035, 150 Nassau 8t., N. Y, 
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PUBLISHING ee OPPORTUNI- RITE for sample and rece: new combination 
Kitchen Hook and bill File. Keeps your ad 


wi “— ba ay aa and capital 
kes to run a local paper 
You m.. pen Le conduct 
§ cece ial — in important city. 
ical knowledge not yy 
A 9 weekly, obtainable for $7, 
Can be made to earn —- yearly, 
And to be worth $50,000 
Ina few y 
If one may y jedae by the field 
And what has been done = others. 
With economy and hi ork 
$5,000 woe a the whole thing. 
EMERSON P. HARRIS, 


Broker in ‘Publishing Property, 
253 Broadway, New York, 
— +> 
SIGNS. 


200 STEEL $igns, s, framed, 24x48, at $1. 
The ¢am Hoke loke gign Shops, New York. 


Cc. ngce. 1,000 $teel Signs, 12x42. framed. 
40 ‘he am Hoke bke Sten Shops, New York. 


100 "xrsraseaaae tre 


$1 ie gam Hoke Sen Stops New For, 
10, 000 


TIN Signs 2x2 2x20, 1 

The $am Hoke Sign Shop, N. Y. 
a BACH, to 000 Tin $igus 4x10. 

e $am Hoke Hoke Sign Shops, New York. 


MUSL IN Signs. Signs. 24x36 at 7 
lg BACH, 600 Muslin Signs, 








The $am Hoke na hops, mS 

‘ine Zam Hoke HOES Bin Sh Shops, New York 
we igns 20x28, a! 

2 50 ieee Hoke sina Shops, New York. 


4° EACH. 2,000 Tin $igns 53 Signs 5x28 
The gam Hoke Sign Shops, New York. 
—_—_+or—_——_ 


MAIL ORDER, 


F FARM NEWS FOR DAILIES. 
Original, fresh, reliable farm news with 
pictures. Bri ri rura] route circulation ; helps 
mail-order advertising. Exclusive service to one 
paper in each city. Sam —_ sheete. THE ASSO- 
CIATED FAKM PRESS (incorporated), 112 Dear- 
born Street, Chicago. 


AIL-ORDER ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men wiil deliver your circulars and cata! ‘ogues 
direct to the maii-order buyer. You can h 
— who never see a paver of any description 
another. When once 
s easy. We have reliable —— 
well located throughout the United Stat nd 
Canada, and are ina — to _ advertisin 
matter in the hands of any desired class. 
DISTRIBUTORS’ DIRKCTORY will be sent 
of charge to advertisers who desire to make con- 
yr rt =. the distributor. We guaran- 
ood Correspondence solicited. 
War ONAL ADVE: RTISING CO., 700 Oakland 
Bank building, Chicago. 
a 
MAILING MACHINES. 


4 Ne DICK MaTChae MAILER, lightest and 
quickest. Price $12. F. J VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 


++ 
ADVERTISING NOVELTIES. 


GSD fo for Fy 3 Finest Seal Grain Leathe 

Safe, ‘Toothpick ‘hs Pencil Holder, 
10c. = ploy. logue. E. W. HOWARD, Tri- 
angle Bldg., Rochester. N. Y. 


Aor your business with » otverticing 

novelties. Buy them direct. I make penci 
holder, toothpick cases, nail file, in leather case. 
Sample of each, 10c. J.0. KENYON, Owego, N.Y 


ULVEROID SIGNS; lightest, chea » most 
durable and attractive indoor sign. Com- 
lete line of Celluloid Novelties and Buttons, 
Fampl les free. F. F, PULVERCO., Rochester, N. Y. 


4 he: latest novelty, Color Barometers. Con he 

ed in 6% envelope, penny postage. $25 
per Pay including imprint. Send 4c. for 
sample. FINK & SON, 5th, above Chestnut, 
Philadelp 








before the housewife and business man. THE 
WHITEHEAD & HOAG CO., Newark, N. J, 
Branches in all large cities. 


A DVERTIBING CLOCKS-—Our window and 
wall clocks have permanent advertisi: 
value. Estimates given on single clocks or 
quantities. Write for circular and information, 
BAIRD MFG. CO., 20 Michigan 8t., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails, They’re attractive, sub- 
—_—. =< cheap. Sample, a World’s Fair 
sou 
Wick. HATHAWAY'S C’RN, Box 10, Madison, 0, 


Boks. with or without « coupons, the inex- 

poe, not cheap spoking kind, or hand- 

comey ¢ ngraved, steel-litho sty’ le—the best to be 

had at the price. Send for ie and estimate. 

giaear B. KING & CO., 105 William Street, New 
r’ 





APrerans Ne Novelties for School Season, 
Pencil Boxes, Tablets, wyatt -ameaee 
The right goods at the right p 
A complete line of Advertising ‘Novelties from 
Paper, Cloth + for a logue. 


601 Commercial Tribune Bldg. * 
Cincinnati 


ADDRESSES FOR SALE. 


1,00 NAMES and addresses of women who 
answered “Rubber Shield” ad, $1; also 
1000 soerered ney LEROY CO., 168. 5th, Phila, 


40) 00 ENVELOPES addressed to rep 

utable real — My B from 
40, to California at $2 pe oo 
guaranteed. AMST TERDAM ADVERTISING Cc 
Amsterdam, N. Y 


———_+o+—__—_—_. 
ADVERTISEMENTS WANTED. 


I ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
deisel tsdidaiitahndictis 


RUBBER STAMPS. 


}ORTY CENTS pays for a rubber stamp fac- 
simile of your signature. = stamp under 


3 inches, 10 cents a line. All w jaranteed, 
Ask for catalogue. A. EMBREE | PRI NTING CO., 
Belton, Tex. 
UBBER STAMPS.—SEND ME youraddress and 
firm name, with 25c. po: and I 


with postage stamps, an 
will send you a two line a itamp.with pad, 
and my illustra catalog of type styles, post- 
paid. ORDER, 14934 Washington St., Chicago. 
——_+o>—___—_—__ 


NEWSPAPER BROKER. 


— and sellers of newspaper properties 
ther ,? their mutual vantage, 


AB licity, by my successful methods. 
aa list m, properti ry jong list of buyers. 
Can I be of assistance to B. J. KINGSTON, 


Michigan Saue Bro! or, eta, Mich. 
—_——~oe— 


HALF TONES. 
INCOTONE, the best print printing newspuper half 
tone. STANDARI, 61 Ann 8t., New York. 


a copper. ‘half-tones, 1 1-col.. $1; la’ 
0c THE YOUNGSTOWN ARC 
GRAVING. CO, - Youngstown. Ohio. 
EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1. 
Fanny maple ae Sonne ‘accompanies the order. 


KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 








DECORATED af BOXES. 


T*3 ofttimes sells it, 

You cannot imaglne mee beautifully tin 
boxes can be decorated and how chea) they are, 
until you get our samples and quotations, Last 








eline boxes and caps. Send for the tin desk re- 
—ae md = Bee a yh is free; so are 


any rT re to 
ERICAN "STOPPER COMPANY, 
11 Verona Street, 
Brook! 


yn, New York. 
Mond largest ‘maker of Tin Boxes outside of the 

















PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (©@@). 253 Broadway, New York. 
————_~>>—__—<_—_ 


BOOKS. 


ATENTS THAT Sng ag er . book mailed 
free. K. & A. B. LACEY, Patent and 
Trade-Mark Experts, Washin ube b.c. 


pus FOR PRINTERS—‘Full of happy ideas 
and good valucs.” “Com mepact, complete 
manual for printers and advertisers.” Fits vest 
pocket; 25c. postpaid. W. L. BLOCHER,Dayton, O. 


R.NON-PRINTER ADVERTISING MAN—Ever 
feel the lack of technical printing knowl- 
edge! “Concerning Ae wae ut you wise. 
50c. postpaid. A. 8. CAR. LL, 167 W. . 102d St., N.Y. 


Wianit to-day for free yr free “Book of Rpepiaiiten, ” 

illustrated atalogae. of pod mported 

pis vont ghee 

| ery and optical ” goods—w. olesale only 
SINGER BROS., 8 Bowery, N. Y. 


or RCWRCWRCWRCWRCWRCWRCW 7 








Ww Ww 
R R 
Cc THE RECORD Cc 
Ww OF WwW 
R CHRISTIAN WORK R 
Cc moves the woods because of its C 
Ww —_ home circulation — that Ww 
R sticks. R 
Cc PROOF—Recently an advertiser Cc 
Ww received 45 orders amounting to Ww 
R J from one insertion of a R 
Cc inch ad costing $2.80. His name Cc 
Ww if Fe! want Ww 
R ATE—$1. ep per inch : $22.40 per R 
Cc page—flat—5« for cash. Cc 
Ww nough said! Send your copy at Ww 
BR once to R 
Ww G. TYLER MAIRS, Advertising WwW 
BR Manager, R 
{ 203 Broadway, New York City. b 


qo 


w 
RCWRCWRCWRCWRCWRCWRCWRCWROWR 
——___ +o --—_— 


ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stencil ena machine. A 
card index system of dressing used by the 
largest publishers ¢ = throughout the country. Sena 
for circulars. ng done at low rates. 
WALLACE & oo 29 Murray St., New York; 510 
Pontiac Bidg., Chicago, Ill. 


en STANDARD AUTO ADDRESSER is a high 
speed addressing machine, run by motor or 
oot power. System embodies card index idea. 

Print visibly; perforated card used; errors im- 

na le; operation simple. Correspondence 80- 
cited. 


B. F JOLINE & CO., 
123 Liberty St., New York. 


PREMIUMS, 


RITE for b pee repeating our pre- 
mium and a 
BAIRD MFG. wo ) Michigan St., Chicago. 


} Ay ~-y ea 'S NEW PREMIUM CATALOG, 

ready, contains musical instruments 

of all descri one. including a special cheap 

talking machine; §20,000 = a ae our mandolins 

and guitars used in a si one firm for 

remiums. Write for cata. of oth 1UM CLERK, 
Pyon & Healy, 199 Wabash A\ ve., Chicago. 


Rasae AABL ~| goods are , are trade builders. Thou- 
f suggestive premiums suitable for 
pa. and others from the foremost makers 
and wholesale dealers in jewelry and peperes 
lines, 500-page list pee liustrated catalo; 
published annually, issue now ready; ee. 
F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y. 


TRADE PUBLICATIONS. 


OR POINTERS on ad-writing, advertising 
ement, store news, 8C¢ emes, window 





lessons “ Correct English,” read The Business 
Arena, 129 Haverhill St., Tawrence, Mass. Ten 
centsa year. Samples 4c. 
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MAPS. 


APS—STATE MAPS—RAILROAD MAPS— 
MAPS OF ANY STATE, giving population 
fowns, gy ty —, meoney onder offices, etc. 
each, Kk if dissatisfied, 
ORDER, ‘ior Washinetcs St., Chicago. 
soci antes da 





PRINTERS. 


Pres. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


F you use Letter Heads it will be to your ad- 

vantage to pon a stamp for our price list 

and set of me ‘ 
RINTING C 


1TH P 
810-12 cde Tolado.t Ohio. 
— er 


TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


—___+o+—__—_ 
INSTRUCTION BY MAIL. 
ys DOG CAN READ PEOPLE at a glance. 


WE Gan TEACH YOU to read gn like open 
noate a their characters, talents, strong 
and W poin 

TAKES ONLY TEN WEEKS and $10. Easy 
—_ a f easy payments. We deliver the goods 


refu 
NO NONSENSE about our method. No palm- 
istry, astrology or occult fi — . Based on physi- 
ot and accepted scien 

USE TWENTY YEARS. Pupils all over 
a. #, Only two ro so far. Mention P. I. and 


sample es 4 
BCHOO L OF "HUMAN NATURE, 
Athens, (ta. 


PRINTING 


Ww't trade limited amount of carbon paper 
for printing. 8S. C. C , Printers’ Ink. 


ONG runs of small work (12x8 largest) ——_ 

ed tor automatic feed press. Way-down fig- 

ures. FINK & SON, 5th, above Chestnut, Phila- 
delphia. 


—_+o—_—_—_ 
LUXURIOUS SMOKING. 


nances MIXTURE is the ery grade 

Tobacco manufactured. A superb 

blend "of | ine old, ripe and perfectly cured North 
Carolina leaf, 

Fragrant, deliciously mild and never bites the 
tongue. There is no Smoking Tobacco made that 
can compare with it. Can’t be bought from deal- 
ers—sold direct from factory to smoker. Large 
sample package postpaid for 10 cents in silver or 
stainps. Booklet and prices u Se a 

FRE oor 'OBACCO C 
tatesville, N.C. 


FOR SALE. 


HITLOCK Press cheap cheap ; bed, 35x52; four- 
we a ae front carrier delivery, 
oe side Bargain! Condition .O 
URNEDT PRINTING CO., Rochester, N. Y. 


1, 700 ONLY $700 cash, balance to suit 
oapae first-class Goss Perfecting 





. printin or 8 pages, 6, 7 or 8 columns 
wide, ‘with ent K stereotypin: out complete, 
includ so hases and form tables; all in best con- 
dition. Shafting, ——> etc., go with press; 10 
horse power runs it; — 7,000 to ‘0 10,000 per hour. 
Address “PRESS,” rrinters’ Ink. 


OR SALE TO WIND UP ESTATE.—Constitu- 

tionalist (country weekly), newspaper and 

job offices. Establis! hed 1868. Successfully run 
by fe founder to day of his death, Dec. 29 last, 

and by heirs since. Actual cash reels since 

Jan. 1. 1904, $2,154.52, and business steadily grow- 

a Equ OA pee away above average country 


ice. For partic address 
G. ALLISON HOLLAND. 
Eminence, Ky, 


W HAT type foundry or press manufactory 

has second-hand newspaper —— for sale 
cheap. Must be practically as new; of mod- 
ern build, so parts ean be had; print from either 
type or stereo 4,6 or 8pp.. 7 or8 col. 13 ems. Only 
foundrieg or factories ealt with who will undez- 
take to erect machine near Mon and qrex 


anteesame. In . ag for cylinder press. A 
dress letter only. H.R. 
ristine Bldg., aA 


MITH, Adv. Sgoncy, Co- 
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LABELS, 
CES 4 and other r fancy labels at bottom 
FINK & S 


rinters, 5th Street, 
above Chestnut, Philadelphia. 





i od 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(\@@). 253 Broadway, New York. 





ee 
DESIGNERS AND ILLUSTRATORS. 


=. illustrating, | engrossing, illumi- 

natin; ving, lithographing, art . ag 

ing. TH K.NSLEY Sruviv, DIU, 245 B'way, 4 
COIN CA CARDS, 


$3 PER 1,000. Less for more; any printing. 
0 THE COIN WRAPPER CO.. Detroit, Mich. 


HOUSE-TO-HOUSE DISTRIBUTING. 


fw Sr is only one age A that has pon estab- 

-to- 
house distribution of advertiing of ‘all descri 
tions in all towns — cities of importance in 
the United States. Eve peeve of matter is 
placed by men who are reliable, experienced and 
who make this an exclusive business. Can gi 
references from many leadin; advertisers. 

WILL A. M 


National Fa gy I Distributor, 
442 St. Clai ir 8t.. C Cleveland, O. 


ELECTROTYPE RS. 


WE make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 











largest advertisers in the countr. Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
se St., New York. 
PAPER. 
B BASSETT & SUTPHIN, 
seseal Beekman St.. New York Mey 4 
pers a specialty. — Perfect 


Coat 
w inte fo for Polah-grade catalogue 


MAIL ORDER BUSINESS. 
ET'S FIGHT FOR FREEDOM. 





order publishers, in regard to the action aaninet 
medicine men threatened by the Postoffice Vee 

partment, and have been advised that it is clear 
ly illegal "and cannot prevail if fought in the 


urts. 
"ae it ng ar meget if any — overtone > | 


figh' r, on 
federal ‘it tion and fear of the gees 
animus of the 





this pea ay @ Says, 
will establish definitely and decisively ‘the lon 

neiple that the Postmaster-General may not 
ly i ~ al orders where no lottery question is 
invo} 

For this splendid result at least $2,500 wil 4 
needed at the outset, and more liberal com) 
sation in the event of success. Single advertise 
have paid $5,000 alone to lawyers in federal case s. 

as this work isof infrequent occurrence, and the 
fow able men who devote themselves to it have 
to be well remunerated to make it worth while. 
More than $5,000 has often been paid as biack 
mail by one firm, with the resul that the depart- 
ment was induced to break faith and try to levy 
more black 


worth of inconvenience and - tA at the 
hands of the Postoffice Department, and possibly 
legal trouble costing thousands of dollars. Let 
re: together we win, divid- 

to fall. The question is, is there 
enough unselfishness among mail-order dealers 
to unite for a common defense! I think there is. 
I will give my services as treasurer of the fund 
free of c’ and see that every cent is spent 
honestly. Names of subscribers will be known 
to none but myself, and the department will not 
thom \ aancin persecute for questioning its au- 


tho 
{ have prepared, subscription blanks which I 
will be cing to send to prospective i” 
LEY DAY, Advertisers’ Guide 
New Market. N. J. 
A postal brings sample copy. 
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PRICE CARDS. 
S END for samples of the handsome price cards 
we sell at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICK CARD CO., 10th and Filbert 

Streets, Philadelphia. 
ee 
SUPPLIES. 

D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
—— cut inks than any other ink bouse in the 





“Spoceal prices to cash buyers. 


We sell Bernard’s Cold Water Paste to paper 
hangers, billposters, clipping bureaus, 
cigar factories—in fact, all kinds of paste users-- 
po ee it sticks like glue; i is clean, convenient 
and beep rite mple. CHARLES 
BERN, ARD, 1508 Tribune "Building, Chicago. 


OXINE—A non-explosive, el burning sub- 
stitute for lyetand gasoline. Doxine re- 
tempers and improves the suction ned It 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale by the trade 
and manufactured by the DOXO MAN’F’G CO., 
Clinton, Ia. 


—_++—__—_ 
INDEX CARDS. 


\ 7 a" in need of anything in the card index 
and fili line, consult us. Supplies for 
any make of cabinet 

STA NDARD INDEX CARD CO., 
eee Bldg., Phila, 





ADVERTISEM RNT CONSTR UCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising — —your way—his’ way. 


HE better class of cuts and advertisements 
tor Banks, for retailers. THE ART LEAGUE 
is now at 656 Broadway, New York. 


R= ADWRITING is my specialty. Let me 
ee your. lean in neue your business. 
RGE 1. SERVOSS, 
2835 ¢ yomlng f 8t., i Bt. Louis, Mo. 


APY. WRITING— asthing more. 
Been at it 14 yay 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


OMPETENT adwriter seeks position in New 

York or Brooklyn. Good aah Will 
call with specimen work. “ H. B. 8.,” 46 Herri- 
man Avenue, Jamaica, N. Y. 


A ARE YOU! 

If you are willl ling to pay m a trifle more 
to have your advert mg | hinges?” quite differ- 
ent from other 5 gees believe { can be profit- 
able to you. fh ‘extra little” pays me to 
inake things with an unlikeness that is apt to 
keep them out of the waste paper basket. Many 
advertisers, remembering that other — treat 
commonplace “stuff” precisely as they do, illus- 
trate econom paying me for ceesien, , etc. 
sufficiently attractive to escape that ‘*W. P. B.” 
If you suspect yourself of sucha willingness” 
be glad to mail you a lot of my “doings” for 
you to ponder at your leisure. |! wonder if zon 
actually do ay" A er . suspicion! No posta 
cards in repl i wee 
No. 10. FRA List ri LE, 402 Sansom 8t., Phila. 


ANY PART 
Any part of the services we are p 
to render in the making of advertising 1s Tot 
sale at a reasonable price—if you don’t want 
turn ne entire proposition over tous. We plan 
write, illustrate and print advertising for all 
pn a ang Our work is entirely original, and as 
small a sum as $60 a year and up will cover a 
monthly service—payable in 12 installments. 
Copy for one or more circulars, sa letters, 
folders, mailing cards, etc., $5 each. A booklet 
of peer interest to manufacturers sent to 
any p rep rietor, 
party who identifies himself on business « station- 
ery. It tells of a — method _ getting more 
ete TS assistanc: 
GOR) M. STEVENS & DUNHAM, 
Fairfield Avenue, 
Bridgeport, Conn. 





No. 4. 
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The circulation ratings in Rowell’s American Newspaper 
Directory represent the average issue of a newspaper for the 
period of a full year preceding the date of the report. 

If given in Arabic figures the rating is based upon a state- 
ment made by the publisher, duly signed and dated. 





CANTON, ¢.h., Stark Co. ry 30,667t 
pop., on Pennsylvania Co’s, Baltimore & 
Ohio and Wheeling & Lake Erie Rds., 
60 m. 8S. of Cleveland and 100 W. of 

' Pittsburg, Pa. Agricultural works and 
manufactories of iron, steel, safes, watch 
cases and paving brick. Agriculture and 
mining. 

REPOSITORY; every renting, eet" 

Sunday, Sunday morning, and 

Thu ays; republican; daily six to twelve, 

—— Laggan to twenty-four, Rafa A cist 

; subscription—daily $5, wee 

Bisex established dally 1878, Sanday 1892, mond 

1815; George B, Frease, “en Repository 


We w+ he lye. 54 Pa cual average 
r or ‘or a year 
bnding’ with November, 1897, 4,954 


for 18%, 7,788 ay end ag wit 
November, 189i, a year ending 

th November, 1898 desi or a year en 
ing with 


ending wit Sitter 

year ending with October, 1901, 

goer ending with February, 1903, 8, 3for 
ear ending with March, "1904, ’S,8: 


e or * Zi) $ 
Sor 18%, 4,57 1y ‘or a year ending with ae 


1897, 3 
November, 1898, 4,26. 
with tember, 1899,4,3113 for a year end- 
ing wit: yee 1900, 4,316 ufg ‘or a year 
ending with October, 1901, 4.18 Ls 
ending with February, 1908, 
year ending with March, 1904, 43 











During the annual revis- 
ion of the Directory every 
publisher has an opportu- 
nity to place on file at the 
Directory office a circula- 
tion statement prepared as 
follows : 

(1) He sets down separately 
the actual number of complete 
copies printed of each issue dur- 
ing 12 months preceding the date 
of statement. 

(2) He ascertains the total is- 
sue by adding the figures repre- 
senting the several issues. 

(3) He ascertains the average 
issue by dividing the total by a 
figure expressing the number of 
separate issues. 

When such reports are 
furnished regularly, the fig- 
ures shown in the Directory, 
for a series of years, have a 
convincing effect upon the 
advertiser who consults the 


Directory. Anexample of such a report is here exhibited. 

Few newspapers that have reason to be proud of their circu- 
lations fail to furnish the editor of the Directory with the infor- 
mation he requires for according them definite and exact 
circulation ratings expressed in Arabic figures. 





The 1904 edition of Rowell’s American News- 
paper Directory is now ready for delivery. 


Price Ten Dollars—Net Cash, 


Checks may be made payable to 


CHAS. J. ZINGG, Business Manager, 10 Spruce St., New York. 
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THE man who attempts to write about 
a thing before he gets a good firm men- 
tal grasp of it is a good deal like a 
fool rider who would commence to whip 
and spur his horse before he gets hold 
of the reins and his feet in the stirrups. 
The wise advertiser makes it a rule to 
not only understand the article but to 
understand just why people should be 
interested in what he has to offer.—Jed 
Scarboro, 

eae ae 

“You have no use for the papers, you 
say,’ remarked the tourist. 

“No,”’ remarked the Wild Westerner, 
“they git too personal sometimes. 
did subscribe to a paper onct, but 1 
stopped it.” 

“What paper is it you refer—” 
“You mean what paper ‘was’ it. 
Ain’t I just told you I stopped it? 
Done it in one shot, too.”—Philadelphia 
Press. 


—_+o___. 

It Pays.—“There goes a man who is 
always anxious to see his name in 
print.” “Really. Is he one of those 
idiots?” ‘‘No, one of those wise men; 
he’s an advertiser.”—Piuladelphta Press, 

oe 

Druccist—“Children cry for it.” 

Poppsley—“Then gimme _ something 
that children won’t cry for. They cry 
too much already.’”—Chicago News. 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent extra 
Jor specified position—t/ granted, 
Must be handed in one week in advance 


‘Bout Advertising Letters 


The First Edition of ‘‘ EXCERPTS 
FROM MY SCRAP-BOOK ” in pocket size 
booklet is ready. First 500 are Autograph 
copies. Sent for five red stamps or their equiv- 


alent. 
FRANKLYN HOBBS, 
Composer and Editor of Advertising Letters 


CAXTON BLOCK, CHICAGO. 


- WANTED 
A Chance to Work 


in any good 
advertising 
agency, or 
advertisingdep’t 
of newspaper, 
magazine or 
large store. 
Amount of 
salary is of 

less importance 
than chance to 
work, learn and 
advance. 











es o 
G. GRIFFITH CLAPHAM 


Ser Curr, LONG ISLAND, N.Y. 





Wanted a 








News Editor 














The proprietors of a 
leading London Daily 
paper require a 

news editor. 

Salary is a secondary 
consideration with 
them, provided they 
get the best man 
available for the post. 
The qualifications 
necessary are smartness, 
ability and stability. 
A director of the firm 
advertising will visit 
New York next month 
and will interview 
candidates for the 
position. 

Intending applicants 
should write, stating 
qualifications, and 
experience to 


Box 229 

The Spottiswoode 
Advertising Agency 
1-7 New Street Square 
LONDON, ENGLAND. 
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From New Zealand. 
ORDER. 


Office of the HERALD, WANGANUI, N. Z., February 3, 1904. 
PRINTERS INK JoxsON, 17 Spruce Street, New York. 

DEAR Str—Enclosed please find sample order for your printing inks, together 
with bank draft for the amount of nine pounds, three shillings and four pence. We 
would ask you to send the most brilliant inks, even though in making such a selec- 
tion it may be necessary to vary the shades somewhat from the order. In connec- 
tion with our daily issue we use a ‘Cox Duplex” machine and have some trouble 
with the ink. Do you know what news ink is best suited for this particular make of 
machine? We would be pleased to send you cash fora trial lot. It would need be 
a quick drying ink to avoid set-off. Yours faithfully, 

WANGANUI HERALD NEWSPAPER Co., LTD. 


TESTIMONIAL. 


Office of the HERALD, WANGANUI, N. Z., July 19, 194, 
PRINTERS INK JONSON, 17 Spruce Street, New York. 

Dgar Sin—Your parcel of inks came to hand at last and our foreman is exceed- 
ingly well pleased with those he has tried so far. He says unreservedly that they 
are, without doubt, the finest he has ever used, the black especially. You should in 
time find a good market in New Zealand. Your inks, like many other American pro- 
ductions, are not more generally bought in New Zealand simply because they are not 
better known. We have here a million people with a greater purchasing power per 
capita than in any part of the world and it is astonishing that your enterprising 
manufacturers are not quicker to exploit this new field. me day you will realize 
what may be had merely for the asking. We are looking forward to the arrival of 
your other samples, more particular the news ink, and it is probable we will place 
the bulk of our orders with you in future. Yours faithfully, 

WANGANUI HERALD NEWSPAPER CoO., LTD. 


Send for a copy of my price list and compare it with what the credit 
houses charge. Money back if dissatisfied with your purchase. 


Address PRINTERS INK JONSON, 17 Spruce St., New York 


















= = How to Get 
=a More Business 


The only way to get more business is to ask for it, and 
keep on asking, indefinitely. Traveling men are not sufficient; 
they cannot cover enough ground nor make calls frequentiy 
enough. 

The Ethridge Mail Drummer System keeps going after 
business in the most intelligent and effective manner. It gets 
the orders if they can be got. 

Combined with this System we give, without charge, a com- 
plete Follow-up System, with index cards, form letters, etc., 
prepared for the special needs of each customer. With this 
entire System, which any clerk can take care of, you can get 
after your prospective customers in a way that will get business 
and make money for you. Write for particulars. : 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
No. 210 The Arcade, Cleveland, O. 
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Advertising Agencies. 


seme under this head, two lines or more 
fend = omy s0centsaline. Must be 
in one week in advance. 
After Saleaae lat the cost of advertis- 
ing under this heading will bo 20 cents a 


line or $8 an inch each insertion; and dis«- 
play type may be used if desired. 


ALABAMA. 


A-7, ADVERTISING CO., Mobile, Alabama 
Distributing and Outdoor Advertising. 


CALIFORNIA. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


go AND SWASEY, San Francisco— 
mcy west of Chicago; Ton ae fg 60 
og .. vertisers money = 
diciously for newspapers, billboards, wall signs, 
street cars, distributing, etc. 


URTIS-NEWHALL CO., Los Angeles, Califor- 
nia. Estab. 189. Place —e-~ 3 Ca 
where—ma. a - 


trade 
outdoor. Effecti “Marketing pls plans. PPACL: 
FIC COAST ADVERTISING. 25c. copy; $2 year. 


yt AND SWASEY, 107 New Montgom- 
ery St., San Francisco—Largest agency west 
— occupy 10 eae an, ft.; remploy 60 people; 
all or any part of an adve 
oaigs ; can save advertisers ae advising ju- 
dic’ ‘ously for newspapers, billboards, wall signs. 
street cars,distributing,etc. Can place goods with 
wholesalers and retailers. Knowing Coast condi- 
ae we can place your ad vertis’g without waste. 
Write for booklets. 


DISTRICT OF COLUMBIA. 
= o~ bts Want Ad in 15 leading dailies. 
d for listsand prices. L. P. DARRELI. 
ADVERTISING AGENCY. Star Bldg.,Wush., 0. C. 


MICHIGAN, 
HE SHAW-TORRKEY CO.. LTD., 719-731 Michi- 
gan Trust Building, Grand Rapids. Michigan. 
Magazine and newspaper advertising. Fine 
equipment and art department. 
NEW JERSEY. 
N AIL order advertising a specialty. THK 
4 STANLEY DAY AGENCY, Newmarket, N. J. 
NEW YORK. 
Ores AGENCY, 220 Broadway, N. Y 
edical journal advertising exclusively. 


LBERT FRANK & CO., 25 Broad Street, N. 
oo. Advertising’ Anouse. exthished 

1872. Chic Boston, Philadelphia. woo 
ing of all rinds placed in every part of the world. 


G KO. P ROWELL & CO., 10 Spruce S8t., New 

3 York, have eepresenaetives caine in per- 
son upon new rs and retailers ng w 
State Ry State, and offer advertisers the un 
usual facilities of this service. Schemes for in- 
troducing and selling goods. 


ORTH AMERICAN ADVERTISING CORPO- 

RATION, Woodbridge Building, 100 William 

Street, corner of John, New York. reliable, 

“recogni: key advertising agency, —_ 
trolling first-c! accounts. Customers pays 

fixed service charge on the net prices actually 

paid by the Agency 
OHIO. 
ae rs RF. RUNEY, Runey Bldg.. Cincin- 


Newspaper, Magazine, Out-door 
py Me Printing, Designs, Writings. 





PENNSYLVANIA. 
MPHE H. 1. IRELAND ADVERTISING AGENCY, 
(Established 1890), 
925 Chestnut Street, Philadelphi 
FOLEY & HORNBERGER 
Advertising Agents, 
1208 Commonwealth Blag., Phila. 
“Less Black and White. and more "Gray Matter.” 


RHODE ISLAND. 


F. OSTBY | fag LE Providence—Bright, 
e catchy ideas,” magazine, news 
paper adv. 
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TENNESSEE, 
7 SeEnwoop ADVERTISING CO. (Incorpo- 
G ted)— Main Offices. Knoxville, tome 


Out-door advertising contracted for throughout 
= a. tc sbistrbuting, hen Week Pain ro 
ruts, © stribu 
Curtain Pain ‘ _ 
CANADA, 
H°, often agents of American firms tell us 
that their advertising is ineffective because 
not in harmony with Canadian ideas. 
et the —_ results for an appropriation 
in Cansda Correspondence soli Ttetted 
DESBARATS ‘ADV. AGENCY, + Ltd, Montreal. 


ADVERTISING as a national and a local 
proposition is treated in a booklet from 
Pennsylvania Grit, Williamsport, Pa., 
both the general and local editions of 
that paper being considered. 


An exhibition of a new process of 
color pirnting at the offices of the 
Hunter Company, 150 Nassau street, 
New York, is announced in a neat folder 
ile specimens of the work perform- 
e 


One of the gay gay grisettes drawn by 
Pal, the noted poster artist, makes a 
catchy bit of color on a mailing card 
sent out by Augustus J. Kitz, New 
York agent for Piper-Heidsieck Cham- 
pagne. 


“THE Switching of Hiram” is a 
twelve-page tale presenting the advan- 
tages of the Empire Cream Separator 
Company’s apparatus in the guise of 
fiction. The company is located at 
Bloomfield, N. J. 


A BOOKLET descriptive of cigarettes 
made to order, with specimens in color 
of the private monograms and adver- 
tising devices impressed on each cigar- 
ette to the order of the purchaser, comes 
from Pinkus Brothers, 56 New street, 
New York. 


“THE Seal of Quality” is a catalogue 
of the wood-working machinery made by 
the Berlin Machine Works, Beloit, Wis. 
Small in size, it shows the apparatus 
chiefly by means of half-tones. The fore- 
word is succinct, and the typographical 
dress attractive. 


A BOoKLeET descriptive of the Brunton 
Piano, made by Andrew Brunton, Jersey 
City, is commendable for brevity and 
neatness, and ought to interest those 
who desire a popular price instrument. 
Imprint of Voorhees & Co., 116 Nassau 
street, New York. 


THE power plant of the intramural 
railway at the St. Louis Fair was built 
by the Crocker-Whceeler Company, Am- 
pere, N. J. This corporation issues a 
handsome illustrated bulletin descriptive 
of the plant for visitors who may be 
interested in its construction. 


“Power” is the name of a sum — 
rinted book from the South B 
jlectric Company, South Bend, Teas 
describing that corporation’s great dams 
on the St. Joseph River, Indiana, and 
the superiority of power obtained in this 
way to that produced at greater cost 
oy coal. The pictures are excellent, but 
e argumentive matter is not so clear 
as it might be. 








al 








THE RETAILER—HIS PROB- 
LEMS: 





A large new soda fountain was 
recently opened on one of the main 
downtown streets of Chicago. 
There arose the usual problem of 
advertising it. Newspaper pub- 
licity might have been effective, 
but the cost of a lengthy campaign 
was prohibitive in this case. The 
store was somewhat removed from 
the shopping district, and it was 
decided to seek trade of two 
classes. First, that of well-to-do 
women who would come after mat- 
inees or trips to modistes in the 
afternoon, and after the theater at 
night. Second, from the score of 
lusge office buildings within a half 
dozen blocks on three sides of the 
store. The first class was reached 
with printed announcements, mail- 
ed to lists provided py a mailing 
agency, under one cent postage. 
Argument was employed very spar- 
ingly, the whole story being told 
in a list of beverages with prices. 
The theater-going public was 
reached in certain theater pro- 
grammes. These produced a pro- 
fitable class of business, as the 
store in question is on the route 
to suburban trains. By special ar- 
rangement other announcements 
were distributed in the reception 
rooms of milliners and dressmak- 
ers. The office-building clientele 
offered greater difficulties. It is 
the rule in most business buildings 
in Chicago and other cities that cir- 
culars shall not be distributed to 
tenants. Distributors of advertis- 
ing literature are regarded in the 
same light as peddlers. Few man- 
agers of office buildings object to 
the distribution of something that 
will be appreciated and used by 
tenants, however, so blotters were 
sent out by small boys. These were 
not included in the ban, and prov- 
ed effective advertisements. A list 
of beverages, with prices, formed 
the whole argument, prefaced with 
a few words as to the cleanliness 
of the store and fountain. Results 
showed that the blotters reached 
nearly everybody in the building, 
for a plentiful supply was left at 
each office and they were passed 
around. The blotter is a humble 
ad. Its effect probably ceases after 
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it has been put into use. But it is 
a democratic medium, appealing to 
everybody, and it never grows 
effete. 

* * 

The’ advertising problem of the 
retailer situated like this Chicago 
soda fountain, in a downtown dis- 
trict, is as difficult as that of the 
outlying neighborhood store. His 
windows have a larger “circula- 
tion,” but they are in competition 
with the miost attractive windows 
in the city, and in a district where 
passers-by are more hurried. The 
advertising problem of a retailer 
on a side street in the business dis- 
trict is most difficult of all. Never- 
theless, such retailers manage to 
get very good publicity at small ex- 
pense, even in cities as large as 
Chicago and New York. In 
PRINTERS’ INK of June 29, 1904, 
on page 41, was printed an account 
of the advertising of a haberdash- 
er in Nassau street, New York, 
who attracted attention to his shop 
by means of novel folders and cir- 
culars, distributed through office 
buildings where no restrictions ex- 
ist on printed matter. He made a 
point of aiming each circular at a 
definite class, such as insurance 
men, doctors, brokers, women in 
business, etc., and his literature 
was directed at clerks rather than 
employers, on the principle that em- 
ployees in offices receive little ad- 
vertising matter. One of the large 
uptown restaurants in New York 
makes a practice of distributing a 
daily menu, with prices, every 
morning, slipping a copy through 
the letter-box of each office in the 
great buildings within five blocks. 
The problem of the haberdasher, 
cafe, druggist, stationer, tobacco- 
nist, printer, clothier etc. in a 
crowded business center is simply 
to know what kind of people in- 
habit the surrounding offices dur- 
ing the day, and reach them with 
advertising matter that has a per- 
sonal tone. 





An advertisement of food ought to 
be so appetizing that it actually leaves a 
flavor in the reader’s mouth. There is a 
restaurant in New York. which has the 
idea. I can read its advertisements 
twenty minutes after a hearty meal and 
feel a robust hunger growing in me as 
a result of its wholesome suggestiveness, 
Jed Scarboro, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertiserents, ideas for window 
ecards or circulars, and any other suggestions for bettering this department. 








It seems as though the most un- 
common thing in advertising is the 
exercise of common sense—that 
brand of common sense which 
should enable a business man to 
choose between novel methods of 
advertising that have some real 
advertising value and those which, 
while novel, not only lack the 
power to attract business but seem 
almost certain to repel it. The ad- 
vertising scheme outlined in the 
ad reproduced below was new sev- 
eral years ago, but it was never a 
good one. It may amuse those 
who dislike cats, those who find 
pleasure in torturing dumb ani- 
mals, and those who are thought- 
less in such matters, to see a lot of 
cats chasing around the streets 
with business announcements 
painted on their sides, but it can 
do but little more than amuse, even 
among such people. What then 
must be its effect upon those who 
make pets of these animals, those 
to whom even the most disreput- 
able appearing tramp cat may ap- 
peal for a cold bite without fear 
o€ getting a stone? Suppose, for 
instance, that several of the Walk- 
er Ice Co.’s best customers happen 
to be the owners of “pure white, 
full-grown cats.” Suppose that 
several small boys, with visions of 
candy and ice cream, inspired by 
this temporarily annex the afore- 
said white cats, decorate them as 
instructed and deliver them to the 
Walker Ice Co. Then suppose 
that the cats, being liberated by 
the Ice Co. after a day or two of 
detention and a_ corresponding 
period of anxiety on the part of 
their owners, return home, as of 
course they would, and by some 
chance arrive there simultaneous- 
ly with the Walker Co.’s wagon, 
or a little before. Will things 
happen? Well, won’t they? Would 
you like to be the ice man, or the 
ice company? Well, hardly. To 
be sure, this particular kind of 
“advertising” will cause talk—at- 
tract attention—and that is the av- 


| 





erage a ae notion of what 
constitutes good advertising; keep- 
ing your name before the public, 
you know. But what the adver- 
tiser wants, what’ he must have, is 
favorable attention; he'll get 
plenty of the other kind in the 
regular course of business, without 
going out of his way for it by 
painting cats, or doing any of the 
hundred-and-one other fool things 
that are done in the name of ad- 
vertising. The right kind of ad- 
vertising for an ice business is, 
first of al, good ice and good 
service; then good newspaper ads, 
such as are frequently reproduced 
in this department, and an occa- 


sional “novelty” that will be of 
practical everyday use to the 
housewife. Even such old ones as 


grocery want lists, fans, ther- 
mometers, etc. are infinitely better 
than hand-painted cats, because 
they all have some relation to ice, 
are of a more or less permanent 
character and cannot offend. 





1,000 Cats 
Wanted! 


Must be strictly pure white, 
full grown and have painted in 
neat two-inch black letters on 
either side the following words : 

WALKER ICE CO., 


25 Exchange St., 102 Thomas St., 











Lakeside Ave. 
Worcester, Mass. 
All Right! 

Burglary 
Insurance. 

Has it occurred to you 
that a Vacation would be 


more enjoyable and serene 
if you were insured against 
Burglary. 

$10 for one thousand dol- 
lars insurance. 


JOHN A. SHEEHAN, 
Pickering Building, 913 
Elm St., 





Manchester, N. H. 
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Does Her Own Cooking. 
> 


Crystal Cafe 


Why suffer with the heat 
during this month in the 
reparation of your noon- 
day meal, when the finest 
meal in the city is served 
Table D’Hote for 50 cents 
in the coolest dining room 
in the State. Perfectly ven- 
tilated, bright and cheerful 
with the pleasantest of sur- 
roundings. 

A La Carte from 6 a. m. 
until midnight 
Washington @nd Market sts., 


PENN TRAFFIC CO. 


Management. 
Johnstown, N. Y. 








—_——<——_ 
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Short and Sharp. 





Fancy Full Cream 
Cheese. 


Do you like your cheese | 


mild or will you have it 
sharp, or just so it “bites” 
a little? Try us to-day and 
see how perfectly we'll 
please your cheese taste and 
save your money, too. Spe- 
cial trial price for a ,few 
days only roc. a Ib. 


EVANS BROS., 
Wilkes-Barre, Pa. 


== ye 








Sort of Makes Mr. Stewart Share 











Do You Paint? 


Is a question asked us 


| daily and has been answered 
| in 


the negative until our 
Mr. Stewart has prevailed 
on us to let him paint some 
—he is an A-1 painter. So 
here we are to tell you that 
now “We Paint,” and are 
ready to estimate on your 
woodshed or your 6 or 12 
room house—graining by an 
expert, in fact, all painting 
to be A-1 and first class— 
best of Oils and Leads that 
money can buy are to be a 
feature of our painting— 
and a postal to us will get 
you an estimate. 


RICKLEY & . REXFORD, 
Paperhangers and _ Decora- 
tors, | 


Pike St., Canonsburg, Pa. 














the 


esponsibility and Introduces Him as 
Well. 
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A Telling Appeal to the Woman Who 


Good Idea. 





Don’t Carry Linen 
Table Spreads and 
Napkins to the 
Picnics 

when you can come and get 
a large crepe tablespread, 12 


napkins and 12 doylies, for 
25 cents. 





They are good quality— 
made on purpose for picnics, 
all in sets to match. se 
them and leave them. It is 
cheaper than you can get 
your linen laundered. 

We can give you 100 E 
‘per napkins for toc, tor 
excursion picnics. 

Look in our show window 
—west side. 

Our new and large stock 
of gilt and cheaper grades 
of crepe paper napkins is 
very attractive. 

Another stock of cheap 
base balls and catchers’ and 
fielders’ mittens just receiv- 


ed. A few more bargains 
in Ball Clubs and Boys’ 
Masks, at 


Cc. R. GOULD’S 
Blue Front Drug Store, 
No 92 Main Street, 
Batavia, N. Y. 





Just 


th 


to Stir Things up a Little, 





Saturday 


for introductory purposes 
we will put on sale two 
food products that have un- 
usual merit. They are made 
of the very best materials in 
the very best and cleanest 
factories. Maple’ Ridge 
Print Butter, lb, 25c. Euclid 
Butter Crackers, pkg. roc. 
To every cash uprchaser of 
this famous butter we will 
give absolutely Free, 1 pack- 
age Butter Crackers. 

Never before have we 
been enabled to put a combi- 
nation of this kind on sale, 
where both items are at the 
top of the list for excel- 
lence, and if we have one 
dissatisfied customer we will 
gladly refund the money. 

Come to the store and see 
our display of fruit and 
vegetables. Make your own 
selection, it pays. 


GEO. WARREN’S CITY 
CASH STORE. 


Ashtabula, O. 














A Good 
Way to Capture the Entire Order for 
e Over-Sunday Supply of Groceries. 
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It is Up to the Druggist to Do More Ad- 
vertising of the Educational Sort— 
Like This One, for Instance. He 


It’s a Good Thing to Choose as a Text 
Some Specific Use for the Article Ad. 
vertised as in thts Ad. 





A 


Needn’t Let the Grocer Sell All the 





Flavoring Extracts if he Doesn’t | Lettuce Salad 
Want to. 
“or per ae 
: . when made wi our Lucca 
Vanilla That Is Olive Oil. No other oil 


Vanilla. 


Much vanilla that is sold 


It likely is label ed “com- 
pound” or “colored” or 
“This is a compound of half 
synthetic extract of vanilla 
and half extract of tonka” 


flavoring but is not fit for 
food. 
“Synthetic extract vanilla” 
is made from coal tar. 
REAL VANILLA 
Our vanilla is nothing but 
vanilla. 
It is made from selected 


vanilla it is possible to pro- 





Happy 
and a Good 


4 


Name for a Toilet Cr 


dit bei ea 

ae net contain a particle saaceor ae as Oh. 
‘: The “a2 food 1 f Sold in 80z. and 16 oz. 
Piaewtteole cies tak bottles. 
articles be labeled just what ies For sale only by : 
they are, or contain. | CAIRNCROSS & LAW- 

This gives you protection. | _ REN ; 

If you happen to have an | Chemists and Druggists, 
empty vanilla bottle look at | 216 Dundas St., 
the label. |. London, Ont., Canada. 


‘eam 





Lilac Lotion 


smooth—not sticky. Just the 
toilet cream for tourists. 
25c. a battle. 








much. It is the foundation 

For Tan, Sunburn and of success in business, of 

Freckles. contentment in the home, of 

It has a refreshing odor standing in society.”—Rus- 
and leaves the skin soft and sell Sage. 











gives the same rich and de- 
licious flavor. We import 
our oil direct, and can re- 











One From a Good Series fora Laundry. 





| A New Message 


or ‘4-5 tonka and 1-5 va- 
nilla.” . Each Day —_ 
Such statements on the 
label brand the extract as Watch For it: 
impure. ; ; 
«ia od ~~ vanilla is High Turn-Downs. These 
Tonka is a good thence collars are often ironed with 


folds too close, so prevent- 
ing tying of cravats, which 
are frequently torn in try- 
ing to pull them into place. 
Forest Process insures 
easy tying of cravats. 
’Phone 1048 or postal card 
will bring one of our white 





vena —. hs ”, not oot wagons. 
ored artificially. t is al- ‘ 
lowed to “age” or “ripen.” | FOREST CITY LAUN- | 
This gives it a delicate DRY, 
smoothness, a peculiar aro- “Tin: Caretul Laundiv.” | 
matic richness in flavor ob- a King St gi | 
tainable in no other way. 72°74 o. eee 
ur vanilla is the finest | London, Ont., Canada. 








—_ 1 One From a Series of Excellent Ads 
PP acs these reasonable for a Savings Bank. 

I OZ. 10C.; 402. es. § P s | 
pt. 65c.; 1 pt. yor s I —_ : 7 —_ 

T ’ 7 > across the sky in etters o 
RUHL'S DRUG STORE, gold el two words “Sav- 

South Prussian Street, ings .—Rev, William 

Manheim, Pa. Marsh, 


Thrift Series. 


“Thrift is such a simple 
thing—and it means_ so 


_ The foundation of thrift | 
is a savings account at 4 
per cent compound interest. 





MEEK & VINING, THE UNION SAVINGS 
Druggists, BANK, } 
London, Ont., Canada. Frick Building, Pittsburg. 
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Appetizing Advertising. 





Live Soft-Shell 
Crabs To-morrow 


We are promised by early 
morning express, Friday, 
fine Soft-shell Crabs. They'll 
be 40c. and 6o0c. a dozen, as 
to grading. We can’t deliv- 
er them, but they’ll be put 
up for your comfortable 
carrying. They’ll be ready 
to-morrow morning, barring 
wrecks or circumstances be- 
yond our control. 


isn’t it? 

To-day— 

80,000 more good lemons 
at sc. a dozen. These are 
Messina lemons, firm, thin- 
skinned and juicy. None 
c 0. BD; 

GIMBEL_ BROS., 


Philadelphia. 


It is a great Food Store; | 





——— | 





All in a Few Words. 





soc. and 75c. Fancy 
Hosiery, 29¢. 


Four pairs for a dollar. 
This is a closing out price 
that closes out—don’t wait 
if you want a good choice 
of patterns. 

McFARLIN CLOTHING 

COMPANY, 
Rochester, N. Y. 





| 





Many Gas Companies are Doing Good 
Advertising and Good Business Along 


This Line, 





Peter, Peter, 
Pumpkin Eater, 
Had a Wife 


And couldn’t keep her. 
But it was because she had 
to stay all day in a kitchen 
overheated by a coal range. 
If he had bought her a 
Vulcan Gas Range she never 
would have left him. 

Vulcan Gas Ranges ren- 
der kitchen work a joy for- 
ever. 

Connected read to use for 
Seven Dollars. 


BUFFALO GAS COM- 
PANY, 


186-188 Main Sreet, 
Buffalo, N. Y. 








| 





Just a Reminder. 





Add Pictures to Your 
Furniture List. 


While furnishing your 
house don’t forget the walls. 
The present is an excellent 
time to buy pictures of the 
artistic, but not too expen- 
sive kind, costing from $1 
to $5; they make all the dif- 
ference between a house and 
a home. 

Pictures for $1. 

(General Description). 

Pictures for $1.50. 
(General Description). 

Pictures for $2. 
(General Description). 

Pictures for $3 and $5. 
(General Description). 

JOHN WANAMAKER, 

Philadelphia. 











Domestic Coal. 


Talk doesn’t make good 
coal, but Good Coal makes 
talk! 

If you are interested in 
Anthracite Coal for Domes- 
tic use, prepareed to meet 
the critical demand of the 
competent and careful 
housekeeper we would be 
very glad to hear from you. 
Or if you are not fully sat- 
isfied with the fuel you are 
using, don’t think that all 
coals are alike. There is a 
der7nd for a good article, 
and we supply that demand. 


m. S$. GOSS, 
Auburn, N. Y. 





Says Just Enough, 














Pipe Dreams 


Are always pleasant when 
Pre-eminent Clippings from 
Garnier’s Pre-eminent  Ci- 
gars are in the bowl. I have 
just received a fresh lot. 
They contain no drugs and 
are free from stems and 
dirt. They are carefully 
put up in five cent packages, 
convenient to carry in the 
pocket. If you have never 
tried them you will find 
them superior to other clip- 
pings and a very pleasing 
pipe smoke, 

PARLOR CIGAR STORE, 
Ed. A. Friedley, Prop., 
No. 8 Jackson Street, 

Batavia, N. Y. 
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A Short Convincing Talk About Coal, 
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THE ORIGINAL 
MAIL ORDER 



































